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‘Redbook’ Hikes | 


Rate; Offers | 


Discount Choice 


New York, March 6—Redbook 
next week will announce a rate in- 
crease, scheduled to take effect in 
August. At the same time, the pub- 
lication will join the small group 
of magazines offering an optional 
frequency or volume discount. 

Under the new schedule, a b&w 
page will cost $5,890 one time, 
compared with $5,050 for a one- 
time ad on the current rate card— 
an increase of 14.9%. 

At the present time, the publi- 
cation has a 12-time b&w page 
rate of $4,797.50. This is a fre- 
quency discount, not a volume dis- 
count. Under the new schedule, an 
advertiser may qualify for the 
maximum discount (which scales 
down to $5,075) either by placing 
ads in 12 consecutive issues or by 
using 12 pages or more. 


| 


8 The new rates affect display and | 
“Tops in the Shops” advertising, | 
but not the school, college and} 
camp department. Each depart- | 

(Continued on Page 8) 


Johnston, Copy Chief 
of Hewitt, Ogilvy. 
Pulls No Punches 


New York, March 6—Tom 
Johnston of Hewitt, Ogilvy, Ben- 
son & Mather came down to a 
meeting of the Metropolitan Ad- 
vertising Men last night, and he 
set the boys on end 

Scheduled to talk on advertising 
that wins awards vs. advertising 
that sells, the agency v.p. and copy 
chief did so, briefly. But that 
wasn't the half of it. 

He commented on the agency’s 
Guinness Stout campaign, which, 
he said, is not selling Guinness, 
like mad, though it might be win- 
ning awards. And he talked about 
agency contact men, who, he 
thought, should be “eliminated” 
when a campaign is being worked 
up. 


e Mr. Johnston had no prepared 
speech. He came down to answer 


any questions the ad club members | 


might have. Before they got to 
the question period, Mr. Johnston 
lounged in a chair and rambled 
along as if trying to shock his lis- 
teners. 

Discussing creative campaigns, 
the copy chief asked: “What is the 

(Continued on Page 4) 


McCann Learns Why Drinkers Drink... 


Armstrong Outlines 
Behavior Research 


Cuicaco, March 5—McCann- 
Erickson’s Donald B. Armstrong 
Jr. on Monday lifted the veil on a 
hush-hush agency project—its pro- 
gram of psychological research. He 
did so in a talk before the Agate 
Club, magazine representatives’ 
organization. 

Mr. Armstrong, v.p. and re- 
search director of the agency, de- 
clared that McCann-Erickson is 
the first advertising agency to 
“have gone systematically into the 
field of psychological research.” 
It is, he contended, “the only agen- 
cy with its own psychological re- 
search staff.” 


® To date, he said, the method, 
developed by the agency in work-| 
ing out problems of advertising | 
effectiveness has been validated 
in more than 100 case histories. 
And, even though results have 
been excellent, he said the agency 
feels that it has only begun to 
scratch the surface. 

Mr. Armstrong explained that 
while market research, which 
breaks down buyers by types ac- 
cording to age, sex, race, marital 
status, income, etc., provides use- 
ful information, it—like much| 
other research—deals with people’s 
bodies, while it is their minds and 
the reasons which motivate their | 
actions that advertisers are most 
concerned with. 

Finer tools than the question, | 
“Why?” are needed to get at the 
basic motivations for an activity, | 
he declared. | 

McCann-Erickson, Mr. Arm-| 
strong explained, has been work-| 

(Continued on Page 71) 
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Cone Says Business 
Men Must Get into 
Political Battles 


Mempuis, March 4—“It’s a ter- 
rible thing that business men have 
left politics to ‘someone else,’” 
Fairfax Cone last night told Mem- 
phis admen. 

Speaking to a joint meeting of 
the Memphis Ad Club and Sales 
Managers Club, the president of 
Foote, Cone & Belding indicted 
American business men for their 
lethargy and their failure to help 
run their country. 

“The good people say that poli- 
tics is not for them—that it’s an 
ugly business. But it was not al- 
ways thus, and need not be now. 


s “Indignant, 
throw the rascals out,” 
clared. 

“We can have honest govern- 
ment that is not tied up with 
rackets and special privileges,” 
Mr. Cone continued. “If we make 
up our minds that we are not going 
to put up with this way of life, 
we can do something about it.” 

The joint dinner meeting cli- 
maxed the first annual observance 


honest people can 
he de- 


of Advertising Week here in Mem- | 


phis. 


Highlights of the Week's 
News and Feature Index 


Appear on Page 4 


SIGN OF SUMMER—This bleed color page 
in Life June 9 will open the Tea Coun- 
cil’s summer drive. The council will use | 
outdoor in 34 markets (its first use of the 
medium) and southern newspapers and 


" 
PP 


ts are scheduled. The agency is 
leo Burnett Co. 


NBC-TV Reports 
TV a Best Buy 
in Summertime 


3,163 Interviews Show 
Few Homes Are Empty, 
TV Sales Power High 


New York, March 7—Television 
is the way for an advertiser to get 
more sales from his best customers 
during the summer. 

This is the advice of the Nation- 
al Broadcasting Co.’s TV network, 
which this week announced the 
results of a study made last year 
in the New York market. The cur- 
rent analysis is NBC’s third major 
effort to measure video’s sales ef- 
fectiveness. It is based on 3,163 
personal interviews with men and 
women between Aug. 15 and Sept. 
8, 1951. Field work was done by 
W. R. Simmons & Associates. NBC 
researchers Dr. Thomas E. Coffin 

(Continued on Page 71) 


| Despite the New Code... 


Television Still Has 
‘Long’ Commercials 


| Cuicaco, March 7—The new TV 
| code so far has had no appreciable 
| effect on the length of commer- 
| cials. 

Many sponsors this week ran 
| over the limits suggested in the 
| code which the networks and most 

TV stations put in effect March 1. 

Todate, 85 stations have subscribed. 

| Station and network spokesmen 
;seem unsure about their future 
course of action when sponsors, 
particularly network, put on pro- 
grams or commercials that the 
code “outlaws.” 

One noticeable effect of the code: 
Cuicaco, March 7—The frozen| a new outburst by several colum- 
| food industry met in Chicago this | nists against bad taste, over-com- 
week for what amounted to a vic-| mercialization and the like by 

tory convention. | sponsors and TV stations. (For Red 
| All segments of the multi-phase | Skelton’s plea to viewers not to 
| business are confident that this| tune out commercials, see Page 12.) 
| young industry is just beginning | 

| to flex its muscles. The six-day # AA reporters clocked a number 
| meeting was the largest in the in-| of network and local TV shows 
| dustry’s history. It followed a year | Wednesday night to find out whe- 
in which frozen food sales neared | ther the code’s time standards are 
the billion-dollar mark. | being met. Most sponsors, it was 

At the present time the frozen) found, go beyond the three-minute 
foods people are statistics crazy. | limit for 30-minute shows, six min- 
A mass of figures is produced at} utes per hour, etc. 
the drop of a hat to show the great; Here are some of the reports 
strides made in the past few years. | from AA’s stop-watchers (they 
For example, there are now 1,300| watched shows on WENR-TV, 
frozen food packers compared to| WGN-TV, WBKB and WNBQ): 
| 400 in 1945. Some 450 different} 1. More than half the commer- 
|types of frozen products are now| cials were in excess of the times 
| being commercially packed. Pro-| set up in the NARTB code. Some 
| duction records are being broken | violated the standards by only 15- 
| all along the line. | 20 seconds, but two 14-hour pro- 
grams (both movies on WGN-TV) 
|@ The prospect for the future: | took almost nine minutes more 
| more and more of the same. Pro-| than the recommended time for 
| duction will increase. Sales will) their ad messages. 

skyrocket. And advertising budg-| 2. On only one station Wednes- 
| ets are expected to keep pace with | day did commercial time clock less 
|this growth, particularly since a|than the allowed times. Of six 
| strong competitive market is de-| programs monitored on WNBQ, 
| veloping rapidly. four ran 15-20 seconds under; 
Leader of the field is still the| one was on time, and the last ran 
(Continued on Page 72) 18 seconds over the limit. 
(Continued on Page 74) 


Frozen Food 


Indusiry Has 
Joyful Meeting 


Skyrocketing Sales Lead 
to Research, More Ads; 
Retailers Draw Attack 


| 
} 
j 
| 
1 
| 
| 
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Last Minute News Flashes 


Time Inc. (and Coy) 


Whitehall Names Abbott Kimball for New Deodorant 

New York, March 7—Whitehall Pharmacal Co. has appointed 
Abbott Kimball Co. for Chlora Stick, a new solid deodorant using 
chlorophyll. Marketing tests now are in progress, using newspapers 
and radio initially. 


B.V.D. to Add Pajamas, Sport Shirts to Line 
New York, March 7—-Men’s pajamas and boys’ sport shirts and pa- 
jamas will be added to the B.V.D. apparel line this fall, the company 


will license manufacturers who are specialists in their fields. Plans 
call for expansion into the entire men’s wear field and eventually into 
| all apparel. Every B.V.D. licensee must agree to spend a percentage of 
its sales for B.V.D. advertising. Consumer advertising on the new 
lines will break in July in national publications. Hirshon-Garfield is 
the agency. 


IGA Names Johler Ad, Merchandising Head 


vertising and merchandising for the Independent Grocers’ Alliance, 


ager of the Chicago unit of A&P stores, succeeds Dale W. Nolan, who 
has joined Leo Burnett Co. as account executive. 


McCann-Erickson Gets Argentine Clorofil Tablets 


announced today. Under a “B.V.D. specialist program,” the company | 


Cuicaco, March 7—O. W. Johler has been appointed director of ad- | 


which represents 10,000 member stores. Mr. Johler, formerly ad man- | 


Buying Albuquerque 
Stations KOB, KOB-TV 


ALBUQUERQUE, March 6—The 
stock of Albuquerque Broadcasting 
| Co. has been sold to Time Inc. for 
an estimated $900,000. The com- 
pany owns KOB and KOB-TV. 

Howard Black, executive v.p. of 
Time Inc., said that Wayne Coy, 
until recently chairman of the 
Federal Communications Commis- 
sion, will become a 50% owner of 
the broadcasting company “after 
certain corporate adjustments.” 
Mr. Coy has already been retained 
| as radio-TV consultant to the pub- 

lishing company. This appointment 
is effective April 1. 

Upon approval of the transfer 
| of the licenses, Mr. Coy will suc- 
ceed T. M. Peperday as president 
of Albuquerque Broadcasting Co. 
| He will live in this city and direct 


New York, March 7—The Buenos Aires office of McCann-Erickson the company’s operations. George 
has been appointed by Sudynor-S.R.L. of that city to handle the| Johnson and J. I. Mayerson will 


Argentine advertising of its Clorofil tablets. 
(Additional News Flashes on Page 75) 


| continue as manager of KOB-TV 
,}and KOB, respectively. 
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FTC Drives Against Cigaret Ad Claims 


Don’t Do Much Good, Congressmen Say 


Wasuinoton, March 4—The Fed-| 
eral Trade Commission's campaign | 
against cigaret advertising appears | 
to be “just that amount of money | 
thrown out the window.” 

This charge was made this week | 
by Rep. Albert Thomas (D., Tex.), 
a ranking member of the House 
appropriations committee | 

Pointing out that FTC has been 
investigating the claims of cigaret 
manufacturers since 1942, Mr. 
Thomas charged “the radio pro- 
grams and what we hear over the} 
radio today about cigarets are the 
same as originally.” 


| than 


they are kind to you and so forth— 
much of which we are not able 
to reach.” 

Rep. Thomas insisted that he 
had not noticed any lessening of 
the claims. “Generally the sum 
and substance of it is that it is the 
greatest thing that happened to 
mankind in the last 50 years; it’s 


kind to your throat and so forth. 


You haven't’ stopped that.” 

@ “No,” conceded Mr. Whiteley, “I 
don't anticipate we will stop that 
I have a who smokes more 


he I have tried to 


son 


should 


| stop him, but I can't. All we can 


® FTC Commissioner Stephen 
Spingarn, who was trying to justi- 
fy the expenditure of $1,000,000 a 
year to check up on deceptive 
practices, conceded that FTC will 
probably never be able to com-| 
pletely “clean up” cigaret copy. 
“These outfits have tremendous 
advertising volume,” he told the 
committee, “and they place great 
value in claims that their product 
is less this or that than any other) 
cigaret.” 
Commissioner Spingarn pointed 
out that FTC has issued cease and 
desist orders against Camel, Lucky | 
Strike and Old Gold. 
“We have made some progress,” 
e insisted. “We have made honest | 
en out of Old Gold.” 
@® Under questioning of Rep. Sid- 
Mey R. Yates (D., Ill.), Richard 
Whiteley, director of the deceptive 
ractices division, explained that 

TC is stopping any cigaret ads} 
Which claim that any of the four | 

ading brands are less irritating 

an any others. 

“They have stopped that now, 

nd you may notice they don’t 
:. they are milder,” he pointed | 
out “They just say they are mild, 


do is give the public the facts.” 

FTC witnesses paraded their 
campaigns against pain killers in 
an effort to justify their activities, 
but Rep. Thomas refused to give 
up on cigarets 


“How much money have you 


spent on the cigaret cases in the} 


’ 


past five years?” he demanded, 


| shrugging off the pain killers. 


FTC estimated that the cases 


against the four major companies} 


cost “$10,000 to $20,000 apiece.” 

“Whatever the amount of money 
involved, it is just that amount of 
money thrown out the window 
for all the good it does,” snapped 
Rep. Thomas. 

“I don’t think so,” said Mr. 
Whiteley. “I think we have stopped 
a good many of their false repre- 
sentations, and if people cared to 
read—.” 


e “Which have you stopped?” 
probed Rep. Thomas. 

“We have stopped Old Gold; we 
have stopped the Reynolds Co., 
and we have issued a cease and 
desist order against certain Lucky 
Strike advertising.” 

“What did you say you stopped?” 

(Continued on Page 177) 


AM Committee Asks 
NARTB for New Data 
on Radio’s Impact _ 


Wasuincton, March 4—AM|} 
Members of the National Assn. of 
Radio & Television Broadcasters 
Want more data on radio’s impact} 
Bnd effectiveness. 

The members today 
the association to develop addi-| 
tiona! material along these lines. | 
Stabilization of rate structure was 
another prime topic at an all-day | 
meeting here of NARTB’s AM} 
committee. 

Richard M. Allerton, recently ap- 
pointed NARTB research director, 
promised to institute a series of 
studies on radio’s impact and ef- 
fectiveness. He will make an ini- 
tial report when the committee 
meets again in May 


called on| 


s Mr. Allerton said there is no de-| 
cision at this time as to the nature 
or scope of the studies. He indi- 
cated that his initial report would 
be largely in terms of the type of 
work NARTB’s research depart- 
ment could do for broadcasters 

Other subjects discussed by the 
committee included (1) the ban 
placed on broadcasting of public 
hearings by House Speaker Sam 
Rayburn (D., Tex.); (2) station 
relationships within the communi- 
ty; (3) a proposed campaign to get 
out the vote, and (4) state legis- 
lation relieving broadcasters of 
liability for statements by politi- 
cal candidates 


s Meanwhile, Harold Fellows, 
NARTB president, was telling the 
Washington Advertising Club that 
FM has multiplied the radio serv- 
ices available to advertisers. He 
urged club members to support the 
FM set promotion currently under 
way here. FM, he said, fills in the 
gaps not covered by big AM sta-| 


tions. It also permits the develop- 
ment of specialized audience mar- 
kets, he added. 

The FM set promotion is the 
third sponsored by NARTB and 
the Radio-Television 
turers Assn., in cooperation with 
dealers. Tests earlier this year in 
North Carolina and Wisconsin 
were considered “successful,” both 


| groups said. And they expect the 


Washington drive to be the most 
successful of all. 


Schlueter Switches Agency 


Schlueter Mfg. Co., St. Louis, 
maker of De Luxe household met- 


|alware products, has switched its 
| advertising account from Ridgway 


Co., St. Louis, to Winius-Brandon, 
St. Louis. The company is celebra- 
ting its 50th anniversary and will 
use national magazines, television, 
trade papers and direct mail in an 
anniversary campaign 


CHARMED— Peter Hand Brewery, Chicago, 
via Botten, Barton, Durstine & Osborn, 
placed this ad in The New Yorker March 
1 for o new brew, Peter Hand's Reserve 
beer. This signals the brewery’s first step 
into the national market. Copy aims for 
the “charmed circle who count not the 
cost...” 


Manufac- | 
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advertising and merchandising drive for the House of Westmore, cosmetic maker. 


| SUSAN’S SECRET—This four-color page ad in the March 10 Life starts a big 


| The campaign, running in Life and other 


national magazines, features motion pic- 


ture stars endorsing Tru-Glo liquid makeup. Harry B. Cohen Advertising Co. is 
the agency. 


Transit Radio's | 
Fate Rests with 
Supreme Court 


| Wasnrncton, March 4—The fate 
of transit radio rested with the 
| Supreme Court today, after mem- 
| bers heard arguments from repre- 
sentatives of both sides. 

The right of the majority to 
| listen is just as important as any | 
alleged right of a minority of 
riders not to listen, argued Theo- 
dore Pierson. Mr. Pierson is at-| 
|torney for Capital and also for} 
Washington Transit Radio Inc. 

He asked the high court to re-| 
verse an appeals court decision | 
handed down here last May. The 
|lower court ruled that Washing- 
ton’s Public Utilities Commission 
was permitting the utility to con- 
vert commuters into a_ captive! 
audience. 
| | 
|@ The expression “forced listen- | 
|ing” has been widely exploited in| 
|this case, Mr. Pierson said. He | 
| denied that broadcasts are suffi- 
| ciently loud to prevent conversa- | 
| tion, reading, or even sleeping, on 
transit vehicles. Capital Transit 
picks up FM broadcasts from 
WWDC-FM. 
| It’s false to assume that just be- 
| cause a sound makes an impact on 
|}the ear it is heard, Mr. Pierson 
argued. 
| When he declared that a scien- 
| tific survey showed that only 6.6% 
|of the riders object to broadcasts, 


consider constitutional 

Justice Frankfurter 

“Whenever the court 
disallows statutes under the Ist 
and 14th Amendments, it is to 
protect minority rights. After all, 
the law probably wouldn’t be on 
the books unless the majority 
favored it.” 

Justice William O. Douglas asked 
whether Pollak and Martin found 
car cards objectionable. Mr. Segal 
answered that cards didn’t “have 
the ability to compel you to look 
at them.” 

The justice retorted: 
the pictures do.” 


bility to 
questions, 
prompted: 


“Some of 


Promotes Bernard Howard 
Bernard E. Howard, account 


| Supervisor, has been elected a v.p. 
of Campbell-Mithun, Minneapolis. 


Mr. Howard joined the agency as 
a copywriter in 1938. In 1944 he 
joined the Los Angeles office of 
Batten, Barton, Durstine & Osborn, 
and later became a partner in 
Robinson Advertising, Los An- 
geles. He returned to Campbell- 
Mithun as creative chief in 1949. 


Motorola Promotes Kelley 


William H. Kelley, who has been 
with the company for eight years 
as general sales manager, has been 
elected a v.p. of Motorola Inc., 
Chicago. E. A. Holsten, special 
merchandising manager since July 
1951, has been promoted to general 
merchandising manager in the ra- 
dio and television division. 


Tire Companies 
Challenge FTC 
Discount Order 


WasHINGTON, March 4—Four big 
tire manufacturers took their first 
steps against the Federal Trade 
Commission’s quantity discount 
ruling today. The tire makers 
} asked the district court here to 

prevent the order from becoming 
| effective April 7. 
| In separate suits the four firms 
—Firestone, General, Goodrich and 
| Goodyear—said the order would 
| force them to abandon their cur- 
| rent marketing and pricing struc- 
| ture. It also would prevent them 
| from granting discounts, except on 
la limited basis, they claimed. 
(The original FTC order fixed a 
carload quantity of 20,000 lbs. or- 
dered at one time as the maximum 
| quantity of tires which may be 
| used to justify price differentials 
The order applied only to replace- 


} ment tires and tubes sold for use 
| On motor vehicles. It was adopted 
|in January by a 4-1 vote, with 


Commissioner Lowell B. Mason 


| voicing a strong dissent.) 


ma z a . * |@ The order represents the first 
| SUSAN HAYWARD 6 o0~ vermng io “WITH A SONG IN MY HEART.” 2 20m Century-Fox production. coler by Teckausoler 


| time that the FTC has attempted to 
arbitrarily limit the discount unit 
for a particular item. The commis- 
sion moved into the tire picture at 
the behest of independent tire 
dealers. These dealers complained 
that chains and mail order houses 
could sell tires at less than the in- 
dependents’ buying cost. 

Following its investigation, FTC 
said that a 30% differential ex- 
isted between the smallest and the 
largest buyers. Two companies, 
the commission added, got the 
maximum discount opportunity. In 
fixing the carload lot ceiling, FTC 
contended the ceiling was neces- 
sary to protect competition. It 
predicted that a substantial num- 
ber of dealers would be able to 
get the carload discount. 


® Commissioner Mason predicted 
that mail order houses, oil com- 
panies and other big distributors 
| would easily avoid the order. This 
could be done by producing private 
brands under contracts with manu- 
facturers, he said. 

But he warned that a collateral 
effect of such evasion necessarily 
will be growth of vertical integra- 
tion in the industry. This would be 
accompanied by an increase in the 
total size of business units that 
undertake such integration, he 
said. 

In proposing the rule, FTC did 
not contend that discounts cur- 
rently available to large distri- 
butors are discriminatory or ille- 
gal under the Robinson-Patman 
Act. FTC argued that it was plac- 
ing a ceiling on what otherwise 
would be a legal discount in order 
to prevent what appeared to be an 
obvious threat to competition. 


to Telecast Cleveland 


CLEVELAND, March 5—Pfeiffer | 
Brewing Co., Detroit, will sponsor 


Pfeiffer Brewing Pays $500,000 for Rights 


Indians Ball Games 


George A. Medinger, v.p. of the 
Indians; Franklin Snyder, general 


| Justice Frankfurter asked the size | the Cleveland Indians’ home game | manager of WXEL, and Alfred Ep- 
of the sample. Informed that 2,500| telecasts in 1952 and 1953. The) stein, Pfeiffer president. Maxon 


persons had been interviewed, | 
Justice Frankfurter exploded: 
“Hundreds of thousands ride every 


day, and you call! that scientific!” 


® Attorney Pau! Segal represented 
ear-weary transit patrons Frank- 
lin S. Pollak and Guy Martin be- 
fore the bench. He told the court} 
that the public utilities commission 
should have recognized that the! 
transit company was violating! 
riders’ constitutional rights. 

As the court probed into the 
utilities commission’s responsi- 


| 
| 


brewery reportedly paid $500,-| 

000 for the rights, believed a rec-| 

ord for major league TV rights. 
WXEL will carry the games on} 


sons. Pfeiffer replaces Leisy Brew- | 


sored the telecasts last year 
Although contract details are in- 
complete, it has been arranged to 
televise the Indians’ opening game 
in Chicago April 15. Important 
road contests will be telecast if 
coaxial cable service is available. 
Negotiations were handled by 


Inc., Detroit, is the Pfeiffer agen- 
cy. 

Radio coverage at home and on 
road trips will be carried for the 


| TV here, as in the past two sea-| third straight season by WERE, 


with Standard Brewing Co., Cleve- 


|}ing Co., Cleveland, which spon-| land, footing the bill. 


| Bemis Bros. Boosts Two 

| Bemis Bros. Bag Co., St. Louis, 
has elected C. W. Loomis, v.p. and 
director of personnel, to the board 
of directors, and promoted F. B 

| Deaderick, eastern director of sales, 
| to v.p. 


PE IED Rigel eg ook Se ae ie ‘ GS Taira. i ‘ bi eg = Ae nt Se Cee ae ee, er a 
iA her dia, pict 4 a oe it pees = , Re i bls en ae | F os ‘a page Dain Sale aheae eta a ti. SN aee ie oi 
teh ra. 
» 2 GEE divertising Age, March 10, 1952 nS 
/ | e 
of ed Seow, | | 
rg an af 
Pe . — % “= Ne 
chk eS = n | ja 
3 gt ated Aa Slo | 
: 3 & eee! aay 
= a Plime ay 
7 — é 43 
Side os ne oa : | eal 
5 Slee  — a = 
a siecle .: a Re ec 1 ee eb 
- es cS ie ee i : 
BS Be mciatia, towp 9 a ; a Us 2 es] 
a3 a ¥ gi a) 
Ty A aged makecoy oo wwe a vs 63 ; : 
: RP Se ee a ay bod 4 Fy aa d ; are 
: Fi i : ty 7 
a Pig ““ * 7 
ges ——— s. - | ae rs 
i ‘ = z te 
| oA ‘ ae ey ee 
‘ ; ‘ ee i) 
ame i — ' by 
: ee: : ‘ F a 
; a : : er , ; : : 
ye ee CUMIN weene, ame x Ps 4 7.1 4 ; 
ats eee Sea , i ee - 
pe . 5, 3 2 p P * 
4 j i we er ud be PY 
is m=» 59 of eee 
— a : 
3 — | 
i 
ey . 
i Pe } 
F | 
Mg ee 
~ 
ag 
% : 
Pee ‘ 
 § 
Te : 
Bi: 
‘ae 
' 3 
— 
_ 
“a 
. , 
— ; 
re a 
2) ee 
5 
“* 
? ee 
att 
: : 7% TF ae 
5% ey ) ‘ ES 
ae } ‘ye oar 
ong ‘ C ih 
2 cay 
ai » F % * f Ca a 
: Fe. _ i eS - 
e's , £ . 
RA tod) SVE 
: ar we SS 
ph q a 
et « Al 
* . ‘ 4 : 
se 7 . 4 
: r= "3 oF 
- bi . 
“ ee 
ts fh | 
: eee El ee 
ae a | 
S - “ i Sie SMe tS — 
eae) fd RP as ks sued de Se coy a 4 = SP eee POS yur: eae! * ole Gnome a’ PUG re ees, pie ia 0) i a Oc lk. ORS ei 


Advertising Age, March 10, 1952 


15% Fee Won't 
Last Too Long, 
Rubel Insists 


Agencies Cut Services 
to Size of Their Income, 
He Tells Clevelanders 


CLEVELAND, March 5—Agencies 
in most cases are entitled to more 
than the 15% commission and 
should prove it to advertisers by 
client analysis, according to Ira 
W. Rubel. 

“Advertisers now are getting the 
bargain of their lives,” Mr. Rubel 
told the Cleveland Advertising 
Club. “It will cost them more for 
agency services in the future.” 

Mr. Rubel, a partner of Rubel, 
Fields, Godow & Lawrence, certi- 
fied public accountants, spoke out 
of 20 years’ experience in adver- 
tising accounting. In this time, he 
said, he has looked at “the very 
guts of nearly 100 agencies.” 

“Agency costs have increased to 
the point that they cannot afford 
to perform the services that most 
advertisers need and still do it for 
15% commission,” Mr. Rubel said 


’ 
“ss ‘SNOW 
reas 


ander trem the GLASS WAX’ Poapte 


New Powder Bleach | 


‘ 


Prom the GLASS WAK' People. - = 


INVADES THE EAST—Editorial-type newspoper ads like this are being used in New 

York and other eastern cities to introduce Snowy bleach. Gold Seal Co. has used 

similar campaigns in other markets throughout the past year to launch its new 
powdered bleach. Campbell-Mithun, Minneapolis, is the agency. 


Gold Seal Introduces Snowy Bleach in East 


Bismarck, N. D., March 5—Gold 
Seal Co., which made its Glass 
Wax one of the leaders in the field, 
has opened an intensive newspaper 
campaign to introduce its Snowy 
bleach to eastern markets. 

The powdered bleach has been 
introduced in other regions dur- 
ing the past year with similar 
campaigns. 

Campbell-Mithun, Minneapolis, 


| which handles the Gold Seal ac- 


@ Tracing the rise of agencies) 
since 1900, Mr. Rubel said adver- 
tisers in the early days might have 
had reason to wonder whether the 
agency earned the 15%. 

“Now, the shoe is on the other 
foot,” Mr. Rubel said, citing to- 
day’s higher costs—spot television 
production, pre-testing, requests 
for alternate layouts and research. 

Other professions and businesses | 
base their selling price on a knowl- 
edge of costs and scarcity, charg- 
ing enough to recover their costs 

(Continued on Page 76) 


Outdoor Industry 
Steps Up PR Work | 


Cuicaco, March 5—The aiid 
advertising industry contributed 
over $1,800,000 in advertising to 
public service drives in 1951. 

That is a sample of the ammu- 
nition the Outdoor Advertising 
Assn. is providing its members for 
a stepped-up public relations cam- 
paign. 

“You and Your Public,” a book- 
let for outdoor plant operators on 
the “how” of public relations, 
heads a three-fold program by the 
group. The booklet gives advice 
on the good will value of the lo- 
cation and appearance of outdoor 
structures, and it discusses public 
service. A third section lists ways 
for the operator to carry his mes- 
age directly to the public through 
newspapers and other media. 


@ The rest of the program is 
backed by a book addressed to 
government officials, and leaflets 
aimed at the public. 

Government officials are told 
the history of outdoor advertising’s 
role in defense projects during the 
last war. The book outlines ways 
in which the industry can help} 
now and in the future. | 

Leaflets explain to the public 
—via the activities of a fictional | 
family, the Jordans—how outdoor | 
advertising helps the economy. A} 
new story each month keeps the | 
series seasonal. 

Meanwhile, the association is| 
preparing folders and a_ sound! 
slide film to follow up its film, 
“Your Outdoor Neighbor,” re- 
leased last year 


Two Elected to ARF Board 
Advertising Research Founda- 

tion, New York, has elected Henry 

Schachte, national advertising 


manager of Borden Co., New York, 
and Vernon C. Myers, publisher of 
Look, to the board of directors. 


count, said the campaign is de- 
signed to build Snowy into the top 
nationally advertised powder 
bleach. The agency does not con- 
sider Snowy competitive with 


liquid bleaches. 


s “Gold Seal’s new powder bleach 
is compounded with particular em- 
phasis on the nylon, rayon, silk 
and wool markets,” the agency 
said. “Those fabrics formerly were 
considered unbleachable.” 

The ads in the powder bleach 
campaign follow the same editorial 
technique used so successfully in 
promoting Glass Wax. They lean 
heavily on testimonials and pic- 
tures of women who have used the 
bleach on blouses, underclothes 
and other items they formerly 
thought could not be bleached. 


‘Saturday Review’ 


Sells 20-Page Unit 
of ‘Miracle’ Ads 


New York, March 5—A 20- 
page portfolio of 16 “idea” ads by 
leading corporations in America 


| will be published by Saturday Re- 


view in its March 8 issue. Built 
around the theme “The Miracle 
of America,” the series, according 
to SR, is designed to show the in- 
terest, idea content and readabil- 
ity of institutional advertising. 
The project is prologued by a note 
from the Advertising Council. A 
half-page facing the council’s ad 
lists the agencies which prepared 
the ad. 

A connected series of ads, all 
running tomorrow in the New 
York Herald Tribune, and spot an- 
nouncements on WNBT here will 
promote the portfolio. 

The project grew out of response 
to SR’s Jan. 19 “The Businessman 
in America” issue which cited 30 
corporations for their institutional 
ads. 

The 16 sponsors of the series, 
excluding the Advertising Council, 
are: American Meat Institute; Ar- 


| mour Laboratories; the Assn. of 
|American Railroads; Container 
Corp. of America; Ford Motor Co.; 
|B. F. Goodrich Co.; International 
| Harvester Co.; International Tele- 
|phone & Telegraph Corp.; John 
Hancock Mutual Life Insurance 
Co.; Licensed Beverage Industries 
Inc.; Merck & Co.; Metropolitan 
Life Insurance Co.; Radio Corp. 
of America; Sinclair Oil Corp.; 
United Fruit Co., and Western 
Union Telegraph Co. 


Starkey to ‘Herald-American’ 
William Starkey, formerly di- 
visional advertising manager of 
home furnishings for Marshall 
Field & Co., Chicago, has joined 
the retail advertising department 
of the Chicago Herald-American. 


Two Agencies Join Four A's 

J. R. Pershall Co., Chicago, and 
Conley, Baltzer, Pettler & Steward, 
San Francisco, have been elected 
to membership in the American 
Assn. of Advertising Agencies. 


Kopf Joins Witter Advertising 

Elmer J. Kopf, formerly with 
H. M. Klingensmith Co., Canton, 
O., has been appointed copy direc- 
tor and account executive of Ted 


Witter Advertising, Canton. 


| 

| Cxrcaco, March 7—Frozen food | 
} selling programs that completely 
| bypass the retailer are popping up 
}around the nation. The plan, if 
| it continues to make headway, 
| may revolutionize food merchan- 
| dising, its supporters say. 

| Two outfits—both with financial 
| backing from banks—began direct 
| distribution operations in Chicago 
|this week. Appliance merchants | 
have been running big programs 
on the West Coast. But apparently 
the best established is the Freezers | 
Owners Assn. of America, a non- 
profit organization which has | 
entered the national scene after) 
a highly successful operation in| 
New York and other eastern cities. | 
The FOA system encompasses | 
frozen food wholesalers, locker | 
plant operators, home freezer dis- | 
tributors and freezer-owner con-)| 
sumer members. 


® The plan’s growth depends on 
increased sales of home freezers— 
to be followed by a rise in frozen 
food consumption. Most people 
connected with the frozen food | 
industry take both for granted. | 
So FOA thinks it has the answer 
to a more economieal selling oper- 
ation—for all parties. 

The association hopes to take a 
place beside the wholesaler and 
the supermarket chains as a prin- 
cipal food outlet. Executives of the | 
association ask: “Why should a} 
housewife with a home freezer buy | 
from a store when she can buy | 
more directly at prices which the} 
retailer himself pays?” | 


s FOA has been providing this | 
kind of service through a package | 
program called “New Way of Life.” | 
Consumer members have been) 
getting frozen foods at prices | 
averaging 15% below chain stores. | 
Here is the way it works: 

1. A consumer buys a home 
freezer and becomes a member of 
FOA. 

2. With her freezer she can buy 
a four-month supply of food—at 
the cut-rate prices. 


| pounds of frozen food since eac 
freezer delivery includes a ship 


Freezer Owners Buy Package Plan 


3. Her FOA membership then 


lentitles her to restock every four 


months 

4. The foor is sold on a “pay-as- 
you-eat” ba nd the freezer can 
be finance 18 months. The 
initial outh member is 
usually below 


® FOA spokesmen go to great 
pains to stress that their program 
is a whole package. Their promo- 
tion is not geared to selling freezer 
cabinets. That is only the first 


| step and must be followed up by 


food purchases through FOA. They 
also emphasize that freezers are 
not sold on a premium basis. The 
frozen food supply is purchased 
and a consumer can buy food at 
any time at the same low prices. 
Members buy their food at 
locker plant depots which tie in 
with the FOA plan. There are now 
more than 22 frozen food depots 
servicing FOA. Most of these are 
located on the East Coast, but FOA 
went on a national basis last Feb. 
1. John Bess, veteran freezer mer- 
chandiser and founder of FOA, 
said the plan is now operating in 
Hartford, Conn., Philadelphia, 
Washington, Miami, Albany, Bos- 
ton, Baltimore, Buffalo, Chicag 
and in West Coast cities. ; 


8 Only a little over a year ol 
FOA concentrated first on th 
New York area market, In 1951) 
according to Mr. Bess, 5,00 
freezers were sold through FO‘ 
in that area alone. And sales ther 
2,000,00 


accounted for at least 


ment of 400 pounds. 

The basic promotion for th 
plan is a half-hour morning pro 
gram broadcast over 400 Liberty 
network stations. Called “Ne 
Way of Life,” it features Carlto 
Fredericks, author, educator an 
executive director of the Institut 
of Nutrition Research. 


(Continued on Page 73) 


Children Rule TV Sets 


New York, March 6—Between 
the hours of 5 and 8 p.m., EST, 
children select most of the TV fare 
in New York homes. 

Advertest Research reports that, 
of all programs viewed in this 
time period, 47% was chosen by 
small fry. Men selected 21%, wom- 
en 18% and 14% was by general 
family agreement. These figures 
are based on a February study of 
programs seen in this area. Near- 
ly 800 interviews were conducted 


Expenditures by Classes in Farm Publications 


As Compiled by Farm 


Publication Reports Inc. 


. . 1951 1950 Medical - ..e» 1,357,696 1,310,427 
erceurture : : | Total , Remedies .... 2,226,556  2,040,9 
General & Industrial Equipment, ete. ....... 2.950909 $§ 2.908.362 | cess es oo. a7 ne 
Farm Operating Machinery & Crop Equipment . 2,594,729 2.401.145 Food & Food Products 
Dairy, Poultry & Livestock Equipment ...... 1,191,643 1,071,603 Ingredients : 1,767,136 1,970,272 
Dairy, Poultry & Livestock Feeds & Feed | Canned & Packaged Foods 1/031'585 1,108:725 
Supplements 22.2. ccecccscccsecseseces 2,685,050 2,119,101 | Beverages . A ee 463,543 603,1 
Dairy, Poultry & Livestock Remedies & | Miscellaneous ............ 312,104 368,145 
ote ec BOSS TS 2.236.860 | Total Food & Food Products 3574,368 7,050,258 
ws "164,089 "67.616 | Gasoline, Lubricants & Other Fuels . 2,668,814 2,189,011 
Seeds & Bulbs & Plants... 1g0eecs «= 1.241.770 | “omunele Equioment & Sees 2.354870  2.218,448 
rst grog “s 286,788 = __443.250 | Other Appliances, Equipment & Supplies 983,677 "889,404 
Tota! Agriculture 12,954,170 =:11,192,115 | Total Household Equipme wy 3,338,547 307.852 
ga 1,402,993 2,155.59 | Household Furnishings ....... 957,316 921/231 
eseenger Sars ees ; wy ‘ | Insurance and Financial . . 635,407 579,805 
Commercial Trucks & Vehic! : | 1,490,866 1,625,377 | Jewelry & Optical Goods 223,683 224,199 
Farm & Garden Tractors 2,459,997 2,019,486 | Office Equipment etc 3.152 61.475 
Tires & Tubes .... 1,639,393 3,044 | Public Relations . ae 094 469. 
Accessories & Equipment 40, 1,612,453 | publishing & Media ........... 241,484 158,183 
Total Automotive .. 8,733,291 8,805,940 Radios, Musical Instruments, etc. .... , 410,208 318,985 
Aviation ........0.000. 2.863 2,142 | Retail Stores, Shops or Mail Order .... 430,749 314,651 
Liquors 68,054 77,554 | Smoking Materials ............44-- 513,9 501,033 
Construction | Cleaners, Polishes, Soaps ......... 1,178,918 958,333 
Building Materials ...... nike sti ws 2,009,061 1.911619 | feuting Geode © Toys... ‘ pe 
Maer Systems &Aapionces Tiogegse Loas-yaz | Meets Tamporation, Travel page 
haa “Varnishes 5 fee ae aaa 4491039 0744 | Resorts & cag ete ol és en wee 
5 3810, | Total Resorts, Transportation . 425, : 
wae Pores — *BIOAES | wiscellaneous—Bulked Advertising... 132,029 274.180 
- —a———«_ me 7 jwssse dian G40 ; 5,673 499,191 
Confectionery & Soft Drinks 1 agbd23 100:967 | = aes re 
mimpateie — | Clases ooo 1,169,335 __ 1,155,427 
Cosmetics, Health, ete. ........... 868,860 730,570 Grand Total .... $48,514,572 $45,656,961 


from 5 to 8 P. M. 


in the survey. 

Other findings: 

1, Between 5 and 8 p.m., usage 
is 68% greater among families 
with children than it is among 
childless families. Respective quar- 


Everyone in the frozen foo 
field is nutrition-conscious and th 


ter-hour sets-in-use: 73.2% and 
43.7%. 
2. Nearly two-thirds of the 


children watched TV on the aver- 
age day during the hours covered. 
The figure was much smaller for 
women (32%) and men (29%). 

3. In childless homes the man 
in the household had the major say 
about programs to be seen in most 
cases. 


® Advertest found 7 to 7:15 p.m. 
to be the best time to catch most 
of the family at home, but view- 
ing reached its peak between 7:45 
and 8 p.m. 

The dinner hour in most homes 
was 6 to 7 p.m. One out of three 
families kept the set on while 
eating. 

“Average TV set usage between 
5 and 8 p.m. is 1.84 hours. During 
this same period in these same 
homes, average radio usage is 


0.48 hours,” the report stated. 
2 


Zenith Promotes Two 

Zenith Radio Corp., Chicago, has 
promoted Robert C. Wallace to 
merchandise manager. The ap- 
pointment is in addition to his 
present duties handling the com- 
pany’s war contracts. J. Donald 
Johnson has been advanced to ad 


7| manager of the hearing aid divi- 


sion. He joined the company in 
1948. 
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Johnston, Copy Chief 
of Hewitt, Ogilvy, 
Pulls No Punches 


(Continued from Page 1) 
best way to do a campaign?” He 
answered: “First, eliminate the 
contact man” and substitute a cre- 
ative man instead. Copywriters 
should serve as tailors to a client, 
he urged. If a client doesn’t like 
a suggested campaign, “give him 
a pencil and let him write it.” 

For a new product, a straight 
editorial style ad is usually best, 
he said 


@ Trying to take creative initiative 
away from a client leads to com- 
plications, but, at the same time, 
Mr. Johnston thought that adver- 
tising managers should serve main- 
ly as liaison between the agency 
and company management 

“Creative urge in an advertising 
manager is as poor taste as crea- 
tive urge in cub copywriters,” he 
said. 


Then Mr. Johnston got himself 
involved in a discussion on Guin- 
ness 

Merchandising, he thought, was 
about the only thing that would 


| sell Guinness, because it is a prod- 
ac-} 


uct for which taste must be 
quired. 

He wasn't too sure of his fig- 
ures but he cited the introduction 
of Guinness in Flint as an example 
There, the agency got more than 
90% of the outlets to stock Guin- 
ness and more than 50% of the 
adult population to try it, but they 


didn’t come back for more, he 
said 
At one time he suggested to 


Guinness that cutting out all ad- 
vertising and selling it for less 
than beer would be the best means 
of moving the product, he said 
The client didn't agree 

® Moving along to the topic of| 


| copy research, Mr. Johnston opined | 


that post-testing is not nearly as} 
important as pre-testing. Post-ad-| 
vertising research puts the cart 
before the horse, he said. | 


Advertising Age, March 10, 1952 


As for awards, Mr. Johnston} ’ 
said that advertising awards are Highlights of the Week x News 
at fault because they are usually 
based on layout and headline with- 
out any consideration of the sales} 
picture for a particular product. 

He would like to see an adver-| 


| ising awards contest where the | McCann-Erickson’s psychological research has been revealed for the 


judges consider sales on a par with} . “ eee , , 
technical excellence. first time and tells why regular drinkers drink . . ..Page l 


The TV code has gone in effect but stations and networks have not 
yet done much about enforcing its provisions. This applies at least 
to the length of commercial time on a program, as AA's clockers 
found Page 1 


A new movement in the food field that bypasses the retailer has crop- 
ped up in frozen foods. It’s only one more of many developments in 
this fast-growing and joyful industry. Stories on .. Pages 1 and 3 


Establishes Ad Award 

The Joint Advertising Commit- 
tee of the National and Southern | 
Distributors Assn. has -established| The St. Louis Post-Dispatch has a fight on its hands. Druggists didn’t 
ae like its editorial attacking fair trade laws, so they eut the copy 
ing their phen Gentes bai. price of the newspaper. The P-D took away the papers 
ee eee ae The famous mathematician Nicolas Rashevsky reveals to AA an 
the preliminary seakaehal tar weer amazing theory he has developed: Any marketing or advertising 
| entation of the award. Awards will| Problem can be solved by mathematical formulas! It sounds fantastic, 
be made at the Triple Industrial! but you may not be so skeptical after reading Bruce Bradway’s arti- 
| Supply Convention, May 19, Hotel cle on Page 63 


Traymore, Atlantic City, N. J. 


Hatt Appointed Ad Manager 

Frank Hatt, formerly general 
manager of the Index, Childress, 
Tex., has been appointed ad man- 
ager of the Dispatch, Douglas, 
Ariz., effective March 15. 
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MIDWEST FARM AND RURAL TOWN MARKEY 


Family Planned Purchasing... 
is the Rule... not the exception. ..in 
this Rich, Able-to-Buy Market 


More than 857 of the total circulation of Capper's Weekly 1s concentrated in 
these wealthy agricultural states--which produce more than 20% of the nation’s entire 
agricultural wealth. For many, many years Capper’s Weekly has been the family 
reading favorite throughout this rich, able-to-buy region. 

It's the rule and not the exception for major purchases to be FAMILY PLANNED 
in these homes served by Capper’s Weekly. Put Capper’s Weekly on your 1952 list 


and let it show you how it can produce low cost sales for you in this important market. 


AGapper's Meet yo 


912 Kansas Avenue Topeka,Kansas 


The Feature News Weekly of The Rural Midwest... 


Famous For Reader Interest. 


Oil's “The Whistler.” The chief 
gram research done 
qualities 


video sets ..... cautete 


Advertising Market Place . 


Coming Conventions ......... 48 
Creative Man’s Corner ......64 
Department Store Sales ...... 46 
EE pease anedcnanacsed 12 
Employe Communications ... .68 
| Eye and Ear Department .... .68 
| Getting Personal ......... 16 


Information for Advertisers . .56 
Mail Order Clinic 


long ago has 


Out on the West Coast, the top radio ratings have often gone to Signal 


reason for this is that a lot of pro- 
stressed certain dramatic 
o< a Te 


Puck and New York University have come up with some unusual TV 
statistics. They demonstrate that, in New York, TV owners spend 
more time reading magazines and newspapers than families without 


yr ogatsan's Page 75 

FEA 
CD ase oeanceses 42, 43, 75 
Photographic Review ........ 58 
IES coy veweeeeceae 15 
ee 68 
Rough Proofs ............ ee 
Salesense in Advertising ... .64 


This Week in Washington . .30 


Voice of the Advertiser ...... 44 
What They’re Saying ........ 12 
You Ought to Know ......... 66 


Newspaper Groups 
Form ‘Action’ Unit 


Cuicaco, March 7—Four news- 
paper associations are banding to- 
gether in a group to be called the 
Newspaper Action Committee. 
Aim of the new group is to ex- 
change ideas and promote adver- 
tising in newspapers. 

The group will hold its second 
organizational meeting at the Pal- 
mer House here on March 21-22. 
The first meeting was held Feb. 15 
Louis E. Heindel, president of the 
Newspaper Advertising Executives 
Assn. last year and advertising 
director of the Capital Times and 
Wisconsin State Journal, Madison, 
is temporary chairman. 

The associations involved 


are 


|the National Newspaper Promo- 
tion Assn., NAEA, the American 
Assn. of Newspaper Representa- 
tives, and the Assn. of Newspaper 
Classified Advertising Managers. 
The Bureau of Advertising will 
act as adviser to the group. 

The president and two other 
members of these groups will 
comprise the board for the new 
| committee. 


Appoints Pilgrim Advertising 

Pilgrim Advertising, Chicago, 
has been appointed to direct ad- 
vertising for All Nations Travel 
Bureau, Chicago. 


Bayle Named Sales Manager 

Fred W. Bayle has been ap- 
pointed sales manager of Color 
Harmony Inc., Albany paint dis- 
tributor. 


~~ 


In which Dr. Watkins discovered an 
brought it to Surelock Homes 


The Problem — “Who,” said Watkins, 
The Clues — (Seen through Surelock’s 


exceptionally fine newspaper mat and 


‘could have made such a perfect mat?” 


glass) 


¢ Sharp edges and deep, clear-cut type bowls. 


Mat evidently made by craftsmen using some special process. 
Mat was tried and gave excellent re 
On investigation, Surelock found these mats always arrived at the right 


production. 


place at the right time and production men never had to worry about them. 


The Solution— ‘Elementary, my dear 


Watkins,” said Holmes. “Only one 


maker of newspaper mats is so attentive to detail, so able to reduce the aspirin 
tablet bills of those who need good newspaper mats. Such a mat could 


originate at only one place. . . 


CONGRESS ELECTROTYPE CO. 
DETROIT 7, MICH. ¢ 1326 East Congress * Phone Woodward 3-3974 


CHICAGO, ILL. * 919 North Michigan Ave. * Phone Superior 7-8056 
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s «836 Why buy the whole steer 
f you just want steak?... 


Buying a market is a lot like buying meat. .. you should always seek good 


cuts and avoid wasteful fat and useless gristle. In New York the meatiest slice - : 


of the market can be bought in one newspaper—the Herald Tribune. Here is 


a quality market that buys quantity—five billion dollars BIG. It's an audience % 
of people with higher incomes, more savings, securities and property . . . an \ 
audience that buys not only more high-priced merchandise, but buys heavily 2. 
at all price levels... a highly responsive audience because it has more wants 4 
and needs—and can afford to take buying action! Learn all about the Herald f 


Tribune quality market and how it can make your selling easier... right now! ) 


Herald Tribune \ /| 


. Herald Tribune families Herald Tribune families —_ Herald Tribune families 
have 330,000 gardens. \ - have 525,000 checking ry make nearly 15,000,000 
accounts. (eae, trips to the movies a year. 


Herald Tribune families 
carry $7,750,000,000 in 
life insurance of all types. 


Statistical Source: Herald Tribune Continuing Home Study—vuniquely complete analysis of 
a newspaper's audience. For further data, write to Herald Trib Market R h Department, 230 West 41st Street, New York 36, N.Y. 
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Ma.pen, Mass., March 5-——A 30- 
year secret has ended here, re- 
vealing an astounding “giveaway” 


6 
Cuticura’s 1 Ads Pay Off; C 
uticura s 1” Ads Pay Off; Company 
- - | Dr. S 1 M. Best, Mr. White's | 
Has Given $30,000,000 to Charity ou2y, Samuel M. Best Mr. White's) V.P. William C. Hamilton told 


, $3 of net profit to a Humanitarian , patients, institutions and hospitals. 
| Fund which has benefited local| (One-third of the company’s pro- 
| public service projects in the last| fits currently go to Massachusetts 
| 30 years. | General Hospital here.) 


V.P. William C. Hamilton told 


Mr. White asked on his death bed one of heavy responsibility for a 
soap and other toiletries. Adver- | that the fund project be kept secret | growing concern. Nevertheless, the 
tising gimmick: None. |for 30 years. That was the time | corporation has flourished greatly 

The secret was contained in the| estimated for the fund to be in! and is now a multi-million-dollar 


| will of former Cuticura President | full operation 


|enterprise with manufacturing 


Advertising Age, March 10, 1952 


Hell rave about 
your skin! 


ry CUTICURA Just 
7 Days and See 
Want a clear, radiant’skin 
men admire? Try fragrant, 
mildly medicated Cuticura 
Soap and Ointment to help 


Chemica! Corp., maker of Cuticura 


. The opening of the new 
Norfolk-Portsmouth Tunnel on or about June 1: 


: SS 


1 -_ 
owent 


~~ 


. Tue Bricut Spot...NORFOLK’ 
S “VGUBECOMES EVEN BRIGHTER 


And so this bright spot on the trade maps 
of America will become even brighter as it 
prepares to supply and entertain more than 
one half million people in the Tidewater 
territory. 


The new Norfolk-Portsmouth tunnel, a 
$23,000,000 addition to the Nation's highway 
system, is scheduled to open June Ist. 


Five minute tunnel bus service from down- 
town Portsmouth to downtown Norfolk will 
join these two busy cities into one of the East 
Coast's most active areas. 


Yes, Mr. Advertiser, these newspapers are 
keeping pace. We have completely modern 
ized our mechanical and production equip 
ment and soon new presses will be ready TO 


Norfolk, already the Numb : 
ady the Number One market TELL whet you have TO SELL 


of Virginia, will by this one gigantic, progres- 
3 sive traffic improvement step into even 
mem =6greater Metropolitan proportions. 


Norfolk Virginian-Pilot 
Norfolk Ledger-Dispatch 
Represented by The John Budd Co. 


: The modern facilities of the tunnel system 
oe =6make it possible to handle in a few hours the 
entire motor vehicular load that now swamps 
the ferries throughout the day. 


3 program 

eae Given away: $30,000,000 over 30| George Robert White, who died in | | plants in several foreign nations. . . pd. 

Pd years. Giver Potter Drug &/ 1922. By terms of the will, the ® Beneficiaries of the will are| “We at Cuticura believe that i LY ty 
company has given $2 out of every | struggling artists, poor medical|the present-day materialism is doctors. Buy at druggist. 


CUTICURA 


ALL SMALL—Smoll-spoce newspaper ads 
like this make up the majority of Cuti- 
cura’s advertising program. 


destroying American’ enterprise 
and American business. We have 
proved by actual experience that 
big business, like the individual 
himself, must live by a code of 
ethics set down by God Himself, 
rather than by any false ‘get-rich- 
quick’ practices of this decade.” 


® This Sermon-on-the-Mount phi- 
losophy was backed by Francis M. 
Putnam, assistant to the president, 
who said the announcement was 
|}made with the hope that other 
| businesses would adopt the same 
policy of “brotherly love.” 

It was revealed that Mr. White, 
during his lifetime, gave away over 
two-thirds of his earnings in the 
belief that “if you cast your bread 
upon the waters, it will return in 
abundance.” At the time of his 
death, Mr. White set up a $5,500,- 
000 trust fund which was an- 
nounced then. 

Mr. Putnam told AA that Cuti- 
cura has no intention of exploiting 
the Humanitarian Fund in its ad- 
vertising. The current budget will 
exceed last year’s by 10%, he 
said, mostly to offset increased ad- 
vertising costs. Sales are forecast 
to go up proportionately. 


| 
}@ “We are one of the oldest na- 
| tional advertisers in the U.S.,” he 
| stated, “starting back in 1882. In- 
ternational advertising began in 
1888.” 
Depending on frequency for im- 
pact, Cuticura gives two-thirds of 
}its ad budget to radio spots and 
most of the rest to 1” and 2” one- 
}column newspaper ads. The ‘52 
| schedule calls for 350 newspapers, 
|twice weekly, in all principal 
| cities, he said. Sunday magazines, 
Scholastic Magazines and Seven- 
|teen are used occasionally, he 
| added. 
| “It’s an insidious method of ad- 
| vertising and costs a lot of money,” 
| Mr. Putnam explained, “but maga- 
|zines are generally too expensive 
| for us, particularly in that we can’t 
| get the frequency we want. Our 
| policy is to pound all over the 
| country.” 
| Cuticura’s ad philosophy has 
been unchanged through the vears, 
| he stated. 
| Atherton & Currier, New York, 
| is the Cuticura agency. 
| 


\'Today’ Adds Time Inc. 

Time Inc. is the eighth sponsor 
to pick up the tab on NBC's daily 
early morning TV news show, “To- 
day.” The publisher has the 8:20- 
8:25 a.m., EST, Thursday time 
slot. Young & Rubicam, New York, 
is the Time Inc. agency. 


WHAT'S GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
clipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON’S CLIPPING BUREAU 
Business Papers @ ee ee 


Consumer Magar 


343 So. Dearborn St., Chicago 4 
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oe 


he taught meto 
Say it with 
FLOWERS-BY-WIRE 


I buzzed Miss Marlin that the bottom had dropped out. Ace Products—a big boy on our books—was 


showing at the Trade Fair in Seattle. Production bugs would keep me burning the midnight oil here. 


With a quick grin, George, the shoe-shine boy pipes up, “Why don’t you wire flowers? 
My brother who works in a flower store is always delivering flowers to big-shots”’. 


Quick as a phone call I wired flowers to the customer's booth. 


The dollar I gave George wasn’t nearly as valuable as the tip he gave me: 


If you want to say it with a smile .. . say it with Flowers-By-Wire. 


FLORISTS’ TELEGRAPH DELIVERY ASSOCIATION 
Headquarters: Detroit, Michigan 


FLOWERS ARE BEAUTIFUL BUSINESS BUILDERS 


On opening days + on anniversaries + on special events + asa “thank you" for the 


order « on almost any business occasion « for those at home when you're away. 


You can wire flowers to anywhere. . . ftom anywhere... more than 18,000 F.T. D 


Look for the famous F.T.D. Mercury Emblem. 
It identities the right shops! and Interflora Member Shops at your service! 
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Adwomen Give Award 


The Erma Proetz Award will be 
given for the eighth year by the 
Women's Advertising Club of St. 
Louis. Competition is open to 
women doing creative work in ad- 
vertising. Work submitted must be 
postmarked no later than April 10 
Details and entry blanks may be 
had from Mrs. Blossom Streeter, 
Louis 1 


706 Chestnut St., St 


COUPON 
THE WEST 


AT LOW COST 
IN JUNE 


(Advertisement) 


‘Redbook’ Boosts 
Rates; Offers 
Discount Choice 


(Continued from Page 1) 
ment has rates and its 
own system of discounts, and ad- 
vertisers can't combine schedules 


its own 


Redbook is a relative newcomer 
to the group of magazines offering 
discounts. Last year (AA, Feb. 19, 
51) the publication first 


an- 


| nounced that it would offer a con-| 


in two departments to earn larger | 


| discounts 
Because the new rates are being 


established at a time of year that| 


doesn’t coincide with most fiscal 
or calendar operations, 
will let each advertiser change his 
so that it starts 


convenient period 


contract year once 
and ends in a 
for him 

The new aspect of the Redbook 
discount structure—the 
feature—wil] not be 
However, the magazine will “honor 
performance” for the period from 
January through July, and include 
these insertions in figuring the 


discount bracket into which an ad- 


vertiser’s schedule falls 


volume | 
retroactive. | 


Redbook | 


| other McCall Corp. publications— 


tinuity discount of 5% to adver-| 
tisers using 12 straight issues. | 

It also said, last year, that it| 
was taking steps to set a reason- 
able rate holder clause. Schedules 
made up of mixed space units get | 
lower rates in higher discount! 
brackets except when use of the| 
smaller units lowers the total cost 
of the campaign below the amount | 
which the larger units would have | 
cost at their earned rates. 

The new volume discount option | 
brings Redbook into line with two 


McCall's and Better Living. Effec- 
tive last September, McCall’s and 
Better Living announced that dis- 
counts would be based on (1) 
frequency—12 consecutive issues; 
(2) volume of space in the given 
time period, and (3) volume of 
space in both publications, if the 
volume exceeds a minimum figure. 


St. Louis Daily 
Cuts Off Stores 


in Fair Trade War 


Sr. Louis, March 6—Both sides 
dug in for a long siege this week in 
the private “fair trade” fight be- 
tween the St. Louis Post-Dispatch 
and local druggists. 

Most of the drug stores in and 
around St. Louis sell the daily 


and Sunday newspaper. A number | 


also act as want ad stations for the 


paper. A couple of weeks ago, after | 


the Post-Dispatch ran a cartoon 
depicting advocates of fair trade 
as a drooling. hog, druggists hand- 
ling the paper began cutting prices 
on it, and also offering a 15% 
discount on want ads. Daily pa- 
pers, normally priced at 5¢, were 
sold for 4¢. The 15¢ Sunday is- 
sue was sold for 13¢. 

Last week the board of direc- 
tors of the Retail Druggists Assn. 
of St. Louis, said to have some 1,- 
500 members, endorsed the move. 


‘ a SOR ey 


*” 


od Bem 


“Oh... those? Th 


TwmES STAR 


Circulation, City and Retail Trading Zone 


Seance ABC Publisher 


department over at J. Walter Youngicam’ , 


post 
143,997 


Srarements, Sept. ¥0 of cack year 


ey’re all from the space buying 


Another big tip from the checking dep’t: 


More and more and more.. 


. Cincinnati 


is a morning-newspaper town! Today, the 
Daily Enquirer has more circulation 
within the retail trading zone than the 
total circulation of any other Cincinnati 


daily. 


Represented by Moloney, Regan and Schmitt, Inc. 


Advertising Age, March 10, 1952 


The idea is to change the P-D’s 
thinking about fair trade by dem- 
onstrating what happens to a prod- 
uct when its price is cut. 


8 Some 200 drug stores joined in 
the cut price movement. Last week 
the P-D cut the supply of papers 
going to these stores. This week, 
as lines became more tightly 
drawn, the newspaper cut the of- 
fending stores off its list entirely. 
It also published an editorial Sun- 
day which said, in part: 

“The right of the producer to 
name his price and to undertake to 
enforce that price—‘fair trade’ law 
or no ‘fair trade’ law—is clear. If 
he sets his price too high compe- 
tition will take care of that. If 
the retailer, to serve his own needs, 
cuts or raises that price, the right 
of the producer to protect his 
price by finding other outlets for 
the sale of his product is equally 
clear. In this way he can protect 
himself. He does not need to turn 
to the state for protection.” 

The druggists are equally ada- 
mant. Herman Winkelmann, pres- 
ident of the local druggists’ asso- 
ciation, implied that legal action 
might be taken against the P-D 
| for alleged violation of the anti- 
trust law. 


|@ An interesting sidelight is that 
| Missouri is one of the three states 
which has never had a fair trade 
law. The Post-Dispatch is not the 
only paper in the state opposed to 
such laws, but its cartoon was ap- 
parently the last straw as far as 
the druggists are concerned. 

Quietly sitting on the sidelines 
| and not affected by the warfare 
lis the Globe-Democrat, the other 
| St. Louis newspaper. The two pa- 
| pers have been in a nip-and-tuck 
| contest for circulation supremacy 
| and the Globe-Democrat can be 
| assumed to be having a quiet 
chuckle out of the warfare. The 
Post-Dispatch isn’t talking for 
publication, but pooh-poohs any 
‘notion that the war is making any 
| serious difference in either circu- 
| lation or advertising. 


| Handles Gillette in Mexico 
Gillette Safety Razor Co., Bos- 
ton, has appointed Noble Adver- 
| tising, Mexico City, to handle its 
| advertising in Mexico. The Noble 
agency replaces Foote, Cone & 
Belding, which had worked on the 
account in 17 Latin and South 
American countries till last Dec. 
31. Now seven local agencies and 
| Gillette’s export advertising divi- 
sion place advertising in those na- 
tions. J. Walter Thompson Co. has 
Gillette in Argentina and Chile. 


Forbes Litho. Names Gonella 

Forbes Lithograph Mfg. Co., Bas- 
{ton, has appointed Bruno Gonella 
;to represent it in New Jersey 
and Pennsylvania. Mr. Gonella has 
/been in the graphic arts field for 
30 years, and was once owner of an 
art service under his own name 
as well as a partner in Bruno- 
Hewitt Co., art and design com- 
pany. 


|]&] Names Wilken, Burge 

Tek Hughes division of Johnson 
& Johnson, Watervliet, N. Y., has 
appointed Gene D. Wilken direc- 
| tor of sales. He was recently man- 
lager of the field sales force for 
Tek Hughes. David E. Burge, 
director of merchandising, has 
been assigned the additional duties 
of director of advertising. 


1S A DAILY HABIT WITH US 


Ads typeskillied by WALK have no 

Requestacopyof § *widows—offer emoother reading — 

New Markets’ [ cause no break in thought by jolts of 
on your letter. I uneven s —give tension rel 

head — it's Free! § through emphasis of proper words. 


JAY P. WALK, 11 E. Hubbard Street, Chicago 11, Ml. 
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With audited circulations 

that read like national 

census figures .. . with 

more individual titles 

than all other kinds of 

magazines put together . . . % 
with an inside track into 
the hearts and minds 

of their readers . . . comics 
books are firmly established 
as a major publishing force. 
This, coupled with 
remarkably low advertising 
rate-per-thousand 
circulation, makes comics 
books a particularly efficient 
mover of merchandise 

in the mass market . . . as 
our advertisers have . 
already learned. We invite 
you to share their 


pleasant experience. 


National 
Comics 
Group 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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f =6brings news to the food industry } 


“Our Salvation Depends Upon Our Printing The News.’ 


WOMEN'S WEAR DAILY _—DAILY NEWS RECORD || 
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Supermarket News 
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; Supermarket News will be the only National Weekly Newspaper 
| in the food field. News is vitally important to America’s largest 
a business —over $36,000,000,000 at retail. News is the pilot in the 
| shoals of an industry with the lowest mark-up, the fastest turn- 
es over, and the most perishable product. 


The faster the news the better—and the more profitable for the 
growers, breeders, processors, and retailers — as well as those who 
provide the wherewithal for faster, sightlier, and easier 
distribution. 


SUPERMARKET NEWS will be first with the news—because 
. FAIRCHILD is geared to provide that news—for it is first with 
the news in every industry we cover: 


Our own giant presses that print 40,000 newspapers 
an hour; 


350 correspondents around the world; 


Branch offices in 24 American cities; 


Major wire services that vie with top newspapers in 
any country; 


A personnel staff of 1600. 


SUPERMARKET NEWS will concentrate on the fastest growing 
segment of the food business. It will cover this segment from top 
echelon to local store managers. 


it 
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It will be the only national weekly newspaper in the food field. 


If you have an equity in food, you have a stake in 
SUPERMARKET NEWS. 


Introductory subscription rate — $1.00 a year. 


: 

= Supermarket News 

4 | A Fairchild Publication 7 East 12th Street, New York 3,N.Y. 
/ 
: 


: RETAILING DAILY | FOOTWEAR NEWS MEN'S WEAR 


e * 
& a ie eae at + Jo ee ee) Pas 


2) ee ee SS a Aad oat Pee, CO. es eis Bier a ex Aa _ 5 ceed =a A Re a 2 - * SP a aire 
-): Se Rae . a a 3 ia: = co kul - fe: See : ee we, ey SL 
Le ee 
oe 3 ; 
unm Ras 
‘i | , Ss 
% i a . 
‘* i ree, 
: | BRS 
re | 
- ie fe: 
( * ae 
2 
i” ‘ 
¢ if 4 i 
Lac , a 
Rd 
a 
$s 
eae 
ae, 
* am 
t } m 
F } Zz 
ae 
«eee 
Bsc 
; ae 
+ - -* 
i 
a a 
4 
ee ; 
4 ee 
, ae 
y fi > \ 
- e ‘ie Sah 
«es 
ae 
ee 
2 % 
ree a 
PO ring 
Sane 
pues 
] 
at 
ee oe 
A 
a : 
eee 
Os 
ce 
ee ee: 
‘ } » *. 
1 ee) 
x: § Seas 
~ ; ‘ 
? ‘ «% age 
- | i te “~ eee 
ir, | t . ras | Rr. S 
. oe i. + 3 
‘ —— LA \ = -” —_ = oF — ; 
. = — atm - —= * ae a = ; 
a y n=l ye - } y “4 AE 
ad a , ' = “ -2 paren vy fe : 
* ox 
- — « am | an eos | : Pe eae 
re oe | : 
r -~ ae: ; 
sittin . Hs f j 
~ vo —— ve : 
>». tJ = ) , 2 : 
| ' ‘4 > 
« * a a 4 : 
_ SJ ‘Vi ! i 
= ! + J ’ Y y 
i : tains ( 
i $ * v4 i| . 1 } < 4 { * 
: : ” ‘ “8 . Bt ae eg 
—-— ~% o! pe 4 wt reco _ “ — cs ee Balas 
. u . . ‘ 2 > jo 
Ss ee nan (gp TOE lil ea eto | die =e he 
i eae 
a i i v ‘ 
i sain ae 
E ‘ ie ae 
ish eee J 
“= ‘ : : a Bee Ee $ 
Fi», r ‘ 5 a yt 7 : ea sn : : RES a ee 
ES a se it e a |. eee 7 be ames "Se 7 2 in ae! 
a: . eee.) es ee Re ‘ RE eS Re eae ik Geeeeer ese © us: a rey (oat oa ae ae 


Advertising A 
THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered 
Issued every Monday by Advertising Publications, Inc, 200 E. Illinois St., Chicago I! 
(DE 7.1336), 80! Second Ave , New York (MU 6-8180), Notional Press Bidg., Washington 


4, D. C. (Re 7659). G. D. CRAIN JR., president and publisher. S$. &. BERNSTEIN, O. L 
BRUNS, vice-presidents. C. B. GROOMES, treasurer 


Member Audit Bureau of Circulations, Associated Business Publications, National 
Association of Magazine Publishers, Advertising Federation of America 


EDITORIAL 
Editor, S. 8. Bernstein 
Executive Editor, John Crichton 
Managing Editor, Robert Murroy Jr 
Washington Editor, Stanley E. Cohen 
Feature Editor, Emily C. Hall 
Associates: New York: Maurine Brooks 
Christopher, Charles Downes, Jomes V 
O'Gara, Lawrence Bernard. Chicago . >. | 
Murray E. Crain, Bruce M. Bradway Arthur 6. Mertz, Rod H. Minchin 

Los Angeles ('7): Simpson-Reilly Ltd., 


Jarlath J. Graham 1709 W. Eighth St.. Walter S. Reilly, 
Editorial Production, F. J. Fanning Pacific Coast Manager 


Librarian, Elizabeth G. Carlson San Francisco (3): Simpson-Reilly Ltd., 
Correspondents in All Principal Cities 703 Market St. Wm. Blair Smith, Mar. 


ADVERTISING 


Advertising Director, Jack C. Gafford 

Monager Sales and Service, G. D. Lewis 
Advertising Production Monager, George 
F. Schmidt 

New York: O. O. Black, Halsey Darrow, 
James C. Greenwood, John P. Candia, 
Horry J. Hoole 

Chicago: O. L. Bruns, Western Advertis- 
ing Mgr. J. F. Johnson S$. Mansfield, 


1S cents a copy, $3 ao year, $5 two years, $6 three years in U. S.. Canada ond Pan 
America. Foreign $4 a year extra, Four weeks’ notice required for change of address 
Myron A. Hartenfeld, circulation director 


Why Not a Loss Leader Law? 


As AA reported last week, the government seems to be more 
confused about fair trade than anyone else. At one and the same 
time, Justice takes a wide swipe at Sunbeam Corp. for “price fixing,” 


¥: Secretary of Commerce Sawyer says fair trade is a good thing. 


it seems a little hard to match the two actions up. 

The fair trade situation is already loaded with so many violent 
®@pinions pro and con that it seems a little silly to get into the fray. 
But what have we to lose, except our business and our health? 

* Here’s the situation: 

One group says fair trade hurts the consumer, raises prices, pro- 
Bibits the free play of competition. The other group says fair trade 
Brotects the little retailer and the consumer against loss leader sell- 

g. Loss leader selling, they say, not only hurts the owner of a 

and name, but it is a fraud on the public. Nobody makes money 

loss leaders, and the idea is to bring customers in with a leader 

d then sell them other things with decent markups. 

We are not going to debate the relative merits of either side’s 

aims. What we want to point out is that, to many people, it seems 
as though both sides insist on all or nothing. Either we must have 

Bir trade, with full protection for any markup the manufacturer 
... like allowing, or we must have complete freedom to sell branded 
@ods at any price—including a below cost price—which the retailer 

ls like setting. 

* Nobody mentions a possible compromise 

But such a compromise already exists, in the form of so-called 

nfair competition” laws in one or two states. These laws do not 

otect the retail price, but they prohibit the sale of goods below 
cost plus a modest (and usually unsatisfactory) markup. In other 
words, they do not prevent loss leader selling fully, but they do 
prevent vicious loss leader selling. 

It may be that this type of compromise pleases no one, and for 
very good reasons. But it does strike us as the kind of compromise 
that could be sold to lawmakers and the public without much trouble. 

Does anyone care to comment? 


The Little Man Grows Bigger 


It is almost shocking to learn that retail clothiers are being urged 
to sell style trends directly to men, instead of indirectly through 
their womenfolk, Yet that is exactly what Bill Howard, Young & 
Rubicam v.p., told the National Assn. of Retail Clothiers and Furnish- 
ers a week ago. 

We'll buy the idea, though. If it doesn’t do anything else, it appeals 
to our male ego. 

The big trouble in the men’s wear field, it has always seemed to 
us, isn’t a problem of which sex gets the sell. It’s a problem of filling 
a big gap in the middle. 

Men's wear and men's fashion advertising, we've always suspected, 
is strong at both the high style and the price-price-price ends, but 
woefully weak in between. Too much of it scares the ordinary Joe 
by sounding like Palm Beach 30 years ago, or repels him by sounding 
like a bargain basement. And too little of it seems pointed at the 
man,who wants to be reasonably well dressed, and reasonably up 
to date on style, but doesn’t have a $5,000 yearly budget for clothes. 

Maybe if this middle gap were filled a little more carefully, it 
wouldn't make too much difference which sex the copy was pitched 
to. Maybe Joe and his wife don’t feel as differently about men’s 
clothes and furnishings as some of us might think. Maybe the old 
man has been letting his missus pick his clothes and resisting their 
purchase because nobody has ever come very close to talking clothes 
and furnishings in language that means very much to him. 


—Woll Street Journal 


“We want to send this out to be photostated.” 


What They’re Saying 


Social Drinking and 
Executive Efficiency 

...Over and above the stagger- 
jing toll taken by out-and-out 
chronic alcoholism, aleohol—in the 
guise of social drinking—also ex- 
j}acts a hidden penalty from in- 
| dustry, recent studies disclose. Ac- 
| cording to controlled experiments, 
the executive or factory worker 
who will never become a chronic 
alcoholic, and who doesn’t think 
twice when taking a cocktail or a 
couple of beers while fraternizing 
at lunch, suffers a distinct drop in 
efficiency when he returns to 
work. After one highball (or two 
glasses of 4% beer), the number 
of errors he makes is likely to in- 
crease about 30%. When double 
this amount is consumed, the re- 
searchers have found, it requires 
10% more time than normal for 
him to make a _ decision—and 
double the number of errors re- 
sult from lack of coordination. The 
moral, say the investigators, is ob- 
vious: On days when an executive 
must keep all his wits about him, 
social drinking is best confined to 
the conventional cocktail hours. 

—Strictly Personnel column in the 


January issue of “Personnel,” pub- 
lished by American Management 
Assn. 


Skelton on Commercials 

Now, ladies and gentlemen, ev- 
ery week at this time, we have 
what is known as a commercial, 
which you know about, and we sell 
Tide, the washday miracle that 
gets clothes cleaner than any soap. 
Washday prints, they come out 
dazzling bright and the glassware 
is really sparkling. 

That’s about all the commercial 
we're going to give you. I have 
something to...this is my own 
opinion—no one has anything else 
to do with this. I was at some peo- 
ples’ house the other night. When 
the commercial came on they sat 
there and enjoyed the show but 
they got up and gave the dial a 
little twist. 

Out of the 27 minutes I’m out 
here—or any other half-hour pro- 
gram—the most the sponsor is al- 


lowed is only three minutes out 
of that 30 minutes to tell you about 
his wonderful product. 

I think courtesy travels both 
ways. If you only listen just one 
minute, you hear the nice things 
that they have to say or to do— 
not only our product, Tide, but any 
other network program: or your 
local programs, too. 

As you all know, we are in our 
infancy in television. And, if you 
listen to what the sponsors have 
to say, within a year they will be 
able to give you much more en- 
tertainment and much more cov- 
erage. 

That's about all—I just thought 
I would mention it. 


—Red Skelton, in the middle of his 
television show on NBC Feb. 17. 


Follow the Leader 

Leadership in male fashion was 
vacated in the 1930s by the Duke 
of Windsor. The vacancy never has 
been filled. Heir apparent is Prince 
Consort, Duke of Edinburgh. 
Whether he accepts or not is up 
to him; if he does, the men’s wear 
industry on this side of the At- 
lantic will be delighted. The Duke 
has been in Navy uniform a great 
deal in recent years. Preferences in 
attire lean toward simplicity and 
economy. Likes single breasted 
sport jacket with side vents; dou- 
ble breasted business suit, buttons 
both buttons. 


—Fairchild Facts, published by Fair- 
child Publications Inc., New York. 


The Tax Trend 

Tax legislation of the last few 
years has been shaped by the fact 
that for our political leaders in- 
creases in corporate taxes have 
represented the easiest and most 
politically expedient course, It re- 
mains for American enterprises, 
and for those who own these en- 
terprises, to oppose this trend and 
to insist that our spending and 
taxing programs take into account 
the need to encourage the savings 
and investment essential to the 
growth of the entire economy. 

—Ralph Cordiner, president, Gen- 


eral Electric Co. in “Share Owners 
Quarterly,” January issue. 
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With Schlitz on the front pages 
by virtue of its sudden agency 
shift, there seems to be no doubt 
as to which beer has made Mil- 
waukee famous. 

* 

Schlitz is the beer in brown bot- 
tles, but to the agency which has 
lost a $7,000,000 advertising ac- 
count, they may very well have 
acquired a tinge of blue. 


+ 

Although he found it wise to be 

diplomatic and careful in his ut- 

terances as chairman of the FCC, 

the new TV consultant of Time 

Inc. will no longer have to be Coy. 
* 

Sunbeam, now being sued by the 
Department of Justice for resale 
price maintenance, sees a ray of 
sunshine in the strong endorse- 
ment given fair trade by Secre- 
tary of Commerce Sawyer. 

. 

Gladys the beautiful reception- 
ist says she sees a dog food man- 
ufacturer is now making his prod- 
uct of whale meat, and she’s sure 
Catholic dogs know they will be 
able to eat it on Friday. 

«= 

Lester S. Kellogg says statistics 
can be juggled to mean almost 
anything. 

Wasn't it Mark Twain who said 
there are liars, damn liars and 
statisticians? 

. 

Although government statistics 
are biased for labor, in the view 
of some business men, it’s just 
possible they are biased mainly 
in the direction of keeping infla- 
tion from rearing its ugly head 
so high in the cost of living fig- 
ures. 

7. 

Agency networks now bill over 
$100,000,000 a year, reports the 
world’s greatest advertising jour- 
nal. 

Looks as if the agency nets 
really work. 

+ 
William H. Howard says the 
men’s wear industry should sell 
new fashion trends to men, instead 
of through women. 
Is this the beginning of a revolt 
against “never underestimate the 
power of”? 

* 

Dave Brown says Ned Jordan’s 
famous “Laramie” ad had no in- 
tellectual content, but was “an in- 
stinctive selection of imagination- 
tickling symbols, loosely strung 
together in good gutsy rhythm.” 

And it’s just too bad that kind 
of advertising can’t be taught. 


. 
The FCC is holding up license 
renewals of several radio stations 
which regularly broadcast racing 
results, in spite of the fact that 
the sport of kings contributes im- 
portantly to the thing govern- 
ments are most interested in— 
taxes. 
oo 

This is National Smile Week, 
Gibson Art Co. assures you, even 
though it is also the time when 
you must settle your income tax 
account with Uncle Sam. 

* 

A Florida agency seeking a new 
partner says its accounts are per- 
manent, which suggests that the 
sunshine state has more to offer 
than bumper crops of citrus fruits, 
tourists and bathing girls. 
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Any salesman is a friend of ours. 


We're particularly drawn to those who go directly to the 


home to sell, because that’s the kind of thing we do. 


But you don’t see so many of them at people's front doors 
as you used to. In fact they've even had the door slammed 


in their faces by law in some 400 localities. 


We hate to think we helped to make things tougher for them. 
But while they were standing outside punching away at 
the doorbell, we were already in the living 


room, selling on the television screen. 


Today, we make as many as four million 
home demonstrations an hour in sixty-two 


major markets. We call by invitation as 


often as five times a week. And the lady 
of the house gives us her attention... not for just a hurried 


moment or two, but for two full selling hours each day. 


We would be happy to demonstrate how effectively we can 
sell your products via Daytime Television. But better hurry. 


There aren't too many hours left in the day. 


CBS TELEVISION 
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Twice as many 
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This chart tells the story of the steady growth of 
The Elks Magazine audience which has doubled 


its subscribers in 10 years. 
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Significance is added to such progress when you 
know that Elks’ incomes are double the national 
median. This assures a growing class income 
market at mass advertising rates. 


q MAGAZINE 


New York - Chicago + Detroit - Los Angeles 


ORCESTER stands 4c4 + WORCESTER stands 444 « WORCESTER 


Ds 4th « WORCESTER stands 474 + WORCESTER stands 474 - WOR 


WORCESTER _ 


th Most Popular 


Test Market, 
150,000 to 250,000 Population 


Take the word of media men all 
over the country that the Worcester 
Market is well-balanced for test cam- 
paigns. Sales Management's 1950 Test 
Market Survey places Worcester 4th 
in that category among the nation’s 
population centers in the 150,000 to 
250,000 group, and 22nd in the nation 
for cities of all sizes. 

In addition, the high buying power 
of this active Central New England 
Market — $757,761,000° puts power 
plus in your test promotions. 

You'll find the Worcester Telegram- 
Gazette co-operative media in any of 
your test market plans. Write for 
copies of our two folders, ‘‘Worcester 
— 4th Best Test Market’’, and 
“Worcester—Now 29th Food Market 
In The Nation.” 


*Source: Copyright 1951 Sales Management Survey 
of Buying Power; further reproduction not licensed. 


2. intensive newspaper coverage 


TELEGRAM-GAZETTE 


‘WORCESTER, MASSACHUSETTS © 


ee : GEORGE F BooTH Publisher- > 
MOLONEY. REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
« OWNERS OF RADIO STATION WTAG and WTAG-FM 


Senate Restricts 
Smokey Bear Symbol 
to Public Service 


| Wasnincton, March 4—The Sen- 
| ate last week gave the Secretary of 
| Agriculture power to prevent the 
use by private business of the 
“Smokey Bear” symbol. 

Smokey has been used by the Ad- 
vertising Council in its anti-forest 
fire ads. The symbol was devised 
by a Foote, Cone & Belding task 
force working on the fire preven- 
tion project. It will still be used 
for public service ads. 

“The main purpose of the legis- 
lation,” the Forest Service says, 
“is to protect the good will which 
has been built up as a result of 
the $5,000,000 to $6,000,000-a- 
year in advertising which the For- 
est Service is getting through the 
Advertising Council.” 


® Senate action on the matter 
arose because the government can- 
not register its own trademarks. 
Smokey Bear products developed 
by promoters irk state education 
boards, which cooperate in the 
anti-fire drive. 

The Smokey Bear Act (S. 2322) 
provides a $250 fine or six-month 
prison term for unauthorized use 
of the symbol. The Secretary of 
Agriculture can okay uses of 
Smokey “consistent with the pub- 
lic interest.” 

Regulations for the use of Smo- 
key will be made in consultation 
with the Ad Council. Its continued 
use in public service ads will be 
encouraged. However, where a 
product is consistent with original 
anti-fire objectives, selected sell- 
ing licenses may be granted. An 
application already has been re- 
ceived for a Smokey Bear line of 
ashtrays to be sold at national 
parks and other 


Crosley Creates Two Sales 
Groups; Blees Heads Them 
Crosley division of Avco Mfg. 
Corp., Cincinnati, has created sep- 
irate sales organizations for re- 
frigerators and appliances and for 
television and radio. W. A. Blees, 
v.p. in charge of Crosley sales, 
heads both organizations. F. F. 
Duggan, general sales manager of 
American kitchens division, has 
been appointed general sales man- 
ager for refrigerators and ap- 
pliances. E. W. Gaughan, Crosley 
eastern divisional sales manager, 
has been named general sales man- 
ager for television and radio. 
Other appointments on the Cros- 
ley staff have been made. L. F. 
Cramer, in addition to his duties 
4s assistant general manager, will 
coordinate all television and radio 
functions. R. K. White has been ap- 
pointed assistant general sales 
manager in charge of coordinating 
advertising, promotional and pub- 
lic relations activities. R. H. 


eral service manager 


Promotes Future Products 


Cambridge Thermionic Corp., 
Cambridge, Mass., will run full- 
page copy with “future” appeal 
each month during 1952 in Elec- 
trical Manufacturing. Designed to 
prepare the way for new products 
in the electrical component mar- 
ket, the ads quiz “How far ahead 
are YOU thinking?” Artwork de- 
picts such advanced products as 
solar energy plants, two-way 


home television, ete. James 
Thomas Chirurg Co., Boston and 
New York, is the agency 


Artists Club Elects 

The Artists Club of San Fran- 
cisco has elected Chuck Centanni 
president. Other officers elected 
are Amado Gonzales, Ist v.p.; 
George Zacharie, 2nd v.p.; Peggie 
Bach, secretary, 
phere, treasurer. 


|MAB Appoints Boyles 
Magazine Advertising Bureau 
has appointed Houston Boyles, for- 
| mashy with L. E. McGivena Inc., 
to the newly created position of 
merchandising director. 


outdoor stands. ! 


Schneberger has been named gen- | 


and Max Land- | 


Advertising Age, March 10, 1952 


Getting Personal 


At a staff dinner celebrating the 25th anniversary of the Tandy 
Advertising Agency, Toronto, J. P. Hamilton, president, and R. C. 
Morgan, production manager, were given coonskin caps as a symbol 
of their pioneer status. Both have been members of the company 
since its inception Jan. 22, 1927... 

Gerald L. Seaman, radio director of the Bert S. Gittins agency 
in Milwaukee, left March 2 for a 25-day tour of 11 South and Cen- 
tral American countries to survey agricultural conditions and check 
on the Allis-Chalmers ex- 
port market. With him are 
Floyd J. Mischke, mana- 
ger of the Allis-Chalmers 


tractor division (Gittins 
account), and Everett 
Mitchell, Chicago, emcee 


of the A-C sponsored Na- 
tional Farm and Home 
Hour (NBC)... 

Also in South America 
is Richard H. Hobbs, v_p. 
of Irwin Vladimir & Co. 
of Illinois and manager 
of the agency’s Chicago 
office. He’ll be back early 
in April...Betty Perkins 
Newman has _ resigned 
from the staff of KPDQ, 
Portland, Ore., to join her 
husband, Sgt. Don New- 
man, who is stationed in 
Tokyo. .. 

Mr. and Mrs. William J. 
Beaton (he’s manager of 
KWKW, Pasadena) have 
announced the engage- 
ment of their daughter, 
Tessie Ann, to James Gra- 
ham Damon, who is pro- 
gram operations manager 
for the Hollywood NBC- 
= TV station, KNBH... 

Jean Wade Rindlaub, BBDO v.p. and 1951’s Advertising Woman 
of the Year, has been made an honorary v.p. of Gamma Alpha Chi, 
national ad fraternity for women...A Chicagoan honored by the 
same group is Anne Gaspard, of J. Walter Thompson Co.’s creative 
writing staff. At the University of Wisconsin chapter’s Honors Day 
banquet Feb. 21 she was named outstanding area woman in ad- 
vertising. Anne was chairman of the committee in the Women’s 
Advertising Club of Chicago that turned out the a ed- 
ucational film, “Do You Belong in Advertising?” . 


HAPPY ANNIVERSARY—When Ruthrovff & 
Ryan v.p. Cal J. McCarthy celebrated his 30th 
anniversary with the agency on Valentine's Day, 
his colleagues presented this valentine bearing 
three floors’ worth of signatures. 


FUND RAISERS—Kay Walsh, fashion coordinator of Soaks Fifth Ave., Chicago, and 
directors of “Compiete Coverage,” a fashion show to be sponsored by the Junior 
Women’s Advertising Club of Chicago, check over program plans. The show will 
be presented March 13 at Foote, Cone & Belding’s auditorium in Chicago to raise 
funds for the JWAC annual woman's ad scholarship at the University of Illinois. 
Left to right: Lysbeth Stayton, Foote, Cone & Belding; Irene Hellyer, script writer 
for Radio Features; Miss Walsh, and Dorothy Johnson of Whitaker & Boxter, Chi- 
cago public relations firm. 


Harry Renfro, assistant tc Chet Thomas, general manager of 
KXOK, has been appointed publicity chairman of the Marine Corps 
Citizens Committee in St. Louis. He returned not long ago from 
an 18-month tour of duty with the Marines as a correspondent in 
Korea. . . 

James Norman, general sales manager of Williamson-Dickie Mfg. 
Co., Fort Worth, contributed a matched set of Dickies work shirt 
and pants to the door prizes at a meeting of the Fort Worth Sales 
Executives Club not long ago. And at this meeting, Williamson- 
Dickie’s president, C. D. Williamson, was one of the guests. And who, 
out of the 130 guests, won in the drawing for the Dickies set? Mr. 
Williamson, naturally, but he gallantly asked that another winner 
be picked. .. 

One of the Four A’s newest members sees “A” coincidence in the 
fact it is Atherton Advertising Agency, headed by Alfred A. Ather- 
ton, and the name of Mr. Atherton’s secretary is Alice A. Asdour. 

Samson Bosin, sales manager of Federal Advertising Corp., the 
New Jersey outdoor ad company, has been added to the board of 
directors of the Greater Paterson Chamber of Commerce... 
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Sales Must Be Forged, too | 


The metals industry has made vast strides since the day of the hammer 
and anvil. Today giant stamping presses produce more in one hour 
than the metal artisan could fashion in months. 

Sales methods, too, have kept pace with accelerated production in 
the metals field. Today, many leaders in this major industry rely heavily 
on the pages of Business Week to speed the selling process. They 
have found that Business Week helps lower their sales costs . . . gives 
them a high return on their advertising dollars. 


REASON: Business Week is read by a highly concentrated audience 
of Management-Men...executives who make or influence buying de- 
cisions for their firms. This is the group the metals industry must reach, 
and Business Week enables it to accomplish its objective with a mini- 
mum of waste circulation. 

As a result, Business Week regularly carries more pages of metals 
advertising—more pages of advertising directed at every major busi- 
ness and industrial field—than any other general business or news 
magazine. 


YOU ADVERTISE IN BUSINESS WEEK WHEN 
YOU WANT TO INFLUENCE MANAGEMENT-MEN 


BUSINESS WEEK 


330 WEST 42ND STREET, NEW YORK 18, N. Y. 


ep MMOND MET eA ee 


NMS ME me. 


These Metal Producing Companies Reached 
the Management Market in 1951 
through Business Week 


a9 suey 


Acme Steel Company } Kaiser Aluminum 

Aetna Ball & Roller Bearing Co. & Chemical Corp. 

Alan Wood Steel Company | Kennametal, Inc. 
Allegheny Ludium Steel Corp. Keystone Steel & Wire Co. 
Aluminum Co. of America Lukens Steel Company 


Aluminum Seal Co. National Steel Corp. 
American Nickeloid Co. Pittsburgh Steel Co. 
Armco Steel Corp. Porter, H. K., Co., Inc. 
Sheffield Steel Corp.) | Remington Arms Co. 
Barium Steel Corp. | Republic Steel Corp. 
Bethlehem Stee! Co. Revere Copper & Brass, Inc. 
Bohn Aluminum & Brass Corp. Reynolds Metals Co. 
Bristol Brass Corp. Roebling’s, John A., Sons Co. 
Byers, A. M., Co. Ryerson, J. T., & Son, Inc. = 
Carpenter Steel Co., The Shoron Steel Corp. 
Cold Metal Products Co. Signode Stee! Strapping Co. 
Colorado Fuel & Iron Corp. Solar Stee! Corp. 
Wickwire Spencer Steel Div.) Superior Steel Corp. 
Copperweld Steel Co. | Timken Roller Bearing Co. 
Crucible Steel Co. of America | Torrington Co., The ° 
Dow Chemical Company Truscon Steel Co. . 
Follansbee Steel Corp. U. S. Steel Corp. . 
General Electric Co. (Cyclone Fence Div.) 
Carboloy Co., Inc.) (U. S. Steel Supply Div.) 
Inland Steel Co. | Van Leer Metal Products Co. 
International Nickel Co., Inc. Wheeling Steel Corp. 
Johnson Bronze Co. Youngstown Sheet & Tube Co. 


Jones & Laughlin Steel Corp. | 


Source: Publishers Information Bureau, Jan.-Dee., 1951 


A McGRAW-HILL PUBLICATION 
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18 
Service Inc., Kansas City, for more 
than a year’s duration are in re- 
straint of trade 

The court said that because space 


Court Sets Aside FTC Order 

5 Qn Movie Ad Contracts 

a The U. S. fifth circuit court of 
appeals has set aside an order of 


: the Federal Trade Commission | @"4 time for ads on motion pic- 
: , re scree ras tex , 
%; holding that contracts of Motion | ture screens was limited, and with 

be ‘ ° 4 J -cessary 
oi Picture Advertising Service Co., distribution making it necess 

: New Orleans, and of United Film| that there be assured outlets for 


= = SOARING! 


Millions of service men and their dependents provide a constantly growing 
market for consumer goods and services. Smart advertisers and agency 
“ele men sell this market through the network of weekly TIMES papers. Editions 
ae published at home, in Europe and in Japan, for each of the three services, 
sa may be bought individually or in any combination tailored to fit distribution 
‘ all over the world. GET THE FACTS—Our booklet “Mass Selling & Sampling 
uF to the Millions’ is packed with data, and describes the valuable merchandis- 
. ing services available to advertisers. Request your free copy from nearest 
x advertising oftice. 


Army Times—Air Force Times—Navy Times 


re Members: Audit Bureau of Circulations (Est'd 20 October 1951) 
4 The Network of Weekly Newspapers reaching the U. S$. Armed Forces Everywhere 
Washington: 3132 M St., N.W. Phila: R. W. McCarney, 1015 Chestnut St. 
New York: 41 Eost 42nd St Los Angeles: 6399 Wilshire Bivd. 
Chicago: 203 N. Wabash Ave. San Francisco: Monadnock Bidg 

Also; LONDON —— FRANKFURT — TOKYO 


a reasonable time, “the method of 
soliciting and obtaining exclusive 
contracts with exhibitors for long- 
er periods than one year was not 
unfair or unreasonable. . .” 


Names Cunningham & Walsh 

Cunningham & Walsh, New 
York, has been named to handle 
editorial and circulation promotion 
advertising for the New York 
News. Radio and TV will be the 
primary media. Space selling pro- 
motional advertising for the pape: 
remains with L. E. McGivena & 
Co., New York. 


Stearns Joins NBC-TV Sales 


Luellen L. Stearns of the spot 
sales department of CBS Televi- 
sion has been named TV spot sales 
manager for the eastern division 
of National Broadcasting Co., New 
York. 


Gernand Named Art Director 
Robert W. Gernand, formerly 
art director for Rogers & Smith, 
Chicago, has been appointed art 
director 
Chicago. 


Advertising Age, March 10, 1952 


We'll Fight Justice Suit to the End, 
Sunbeam Tells Its Appliance Dealers 


Cuicaco, March 4—Sunbeam 
Corp. will fight to the end to pro- 
tect its fair trade agreements. 

The Chicago appliance 


maker | 


has minced no words in issuing a} 
public reply to the civil suit filed | 
by the Department of Justice (AA, | 


March 3). The department charged 
that Sunbeam’s resale price agree- 
ments are in restraint of trade and 


| violate the Sherman Act. 


Sunbeam’s rejoinder takes no is- 


| sue with the suit’s description of 


Sunbeam’s price contracts. On the 
contrary, the company claims 
these fair trade practices help “the 
distributors, the dealers and the 
public.” 


@® The reply—issued in the form 


|of a letter to Sunbeam’s 1,200 dis- 


of Brodsky Advertising, tack. 


tributors—also singles out the Jus- 
tice Department for a special at- 


We all know that the Depart- 


The biggest 
‘small part” 


What does he do? 


He cuts replace- 


way, gets a receipt upon delivery. 


B they re missing! IT’S FASTEST 
For tiny as they are, their absence can 
‘ hale an entire production line—can cost 
s a manufacturer thousands of dollars 


in the world / 


Many of the parts needed in factory 
production are mighty small. But these 


parts can loom up mighty /arge—when 


every day while he waits for replace- 
ments to arrive 
And the sources of supply are often 


hundreds of miles from his tactory! 


ment time from days to hours. He gets 
needed parts the world’s fastest way — 
via Air Express! 

The money saved by Air Express 
speed is figured in millions—but its cost 
is counted in pennies. Whether you 
need steel bolts or bolts of cloth, you 
can profit from regular use of Air Ex- 
press. Here's why 
Air Express gets top 
priority of all commercial shipping ser 
vices—gives the fastest, most complete 
door-to-door pick-up and delivery ser- 
vice in all cities and principal zowns at 
no extra cost 

IT’S DEPENDABLE —Air Express pro- 
vides one-carrier responsibility all the 


IT’S PROFITABLE — Air Express ser- 
vice costs less than you think, gives you 
many profit-making opportunities. 

New parcel post regulation affect you? 
Call your local agent of Railway Express, 
Air Express Division. 


“OM ORES 


GETS THERE FIRST 


ment of Justice is antagonistic to 
fair trade,” said Sunbeam, point- 
ing out that government attorneys 
have asked for repeal of “laws au- 
thorizing contractual systems.” 

However, the appliance maker 
notes that, on the same day the 
Justice Department suit was filed, 
the House interstate commerce 
committee voted 27 to 3 to approve 
a “new bill to legalize not only 
a contractual system, such as ours, 
but to fully restore and even 
strengthen the former non-signer 
system which the Schwegmann 
case stopped.” 


® This legislation, Sunbeam points 
out, brought into the open a split 
in government ranks. As the Jus- 
tice Department filed suit against 
Sunbeam, Commerce’ Secretary 
Charles Sawyer told the House 
committee he approved stronger 
fair trade laws. 

Sunbeam says that if Congress 


passes this new legislation, the 
Justice Department suit would 
“become academic.” Elimination 


of fair trade, it says, leads to “un- 
restrained price cutting’ which 
drives “nationally advertised 
brands from the market.” 

“You all know,” continues the 
Sunbeam letter, “that two promi- 
nent national brand appliance 
manufacturers have had to change 
their marketing practices because 
the continuing price wars had 
made it unprofitable for the dis- 
tributor to handle their items.” 

Sunbeam adds that as a result 
of the New York price war its 
factory sales in that area fell off 
17.68% for 1951, compared to a na- 
tional drop of 8.79% for Sunbeam’s 
line 


| Hicks & Greist Appoints 


| Nine People to Its Staff 


| Siladi, formerly 


Hicks & Greist, New York, has 
added the following personnel in 
recent weeks: Frank H. Egidi, for- 
merly v.p. of Island Lamp Dis- 
tributors, as assistant account ex- 


ecutive; and William E. Mont- 
gomery, formerly art director at 
Federal Advertising, as art di- 
rector. 

Also, Andrew C. Isaacson, pre- 


viously copy chief of Loeser’s de- 
partment store; Robert L. Edens, 
formerly copy supervisor of Kal, 
Ehrlich & Merrick, Washington, 
D. C.; William E. Foster, last 
with Fuller & Smith & Ross; Rich- 
ard Sala, formerly art director of 
World Petroleum; Bernard Han- 
dlesman, previously art director of 
Diamond Sales Corp.; Paul A 
production man- 
ager of Shulton Inc.; and Wil- 
liam A. Negro, previously produc- 
tion manager with Walter Weir 
Inc 


Whirlpool Corp. Names Three 

Whirlpool Corp., St. Joseph, 
Mich., has elected Robert M. Mit- 
chell and Robert C. Upton v.p.s. 
Mr. Mitchell has been general 
sales manager of the company for 


Mitchell 


Upton Howard 


the last two years. Mr. Upton will 
manage industrial and public rela- 
tions. LeRoy W. Howard has been 
promoted from sales engineer to 
marketing director. John M. 
Crouse continues as sales manager 
for the Whirlpool line of home 


|laundry equipment. 


Two Appoint Sneider Agency 

The Kree Institute of Electrol- 
ysis, Kree Electrolysis Apparatus 
Co. and the Rita Hale Salons have 
appointed A. M. Sneider & Co., 
New York, to direct their adver- 
tising. Expanded programs in con- 
sumer and business publications 
are planned 
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Advertising Age, March 10, 1952 0 
: r du Pont | ‘Baker's Helper’ Changes | 
Harper Predicts lew = Gon ae Badr «| Neme to ‘Baking Industry’ ige Soeeeesesesesesesssesseseseseseseseerere 
| Co., Wilmington, has signed Screen} Baker’s Helper celebrates its) e * 
| Gems Inc., Hollywood, to produce} @5th anniversary this year and|e How to GET NEW YORK ART e 
1972 Ad Volume |seven half-hour films for the| with its April 12 issue will change|® nq Netionol Art, too. Get the Art ond Photo Buyers’ Guide published by § 
| “Cavalcade of Ametion” series on) ite name to Babine industry. $ ART DIRECTOR ond STUDIO NEWS, trade magazine for the commercial art field. @ 
—-. Piney Pa ayn = It is believed Me tefl . e@ Over 80 different art, photo services listed. Over 1000 artists, photographers, e 
of $11 Billi stine sborn is agency. we ae sae 4 pm os ont @ studios listed. PRICE: $1.00 for the first such Guide ever published. . 
10n Lassco Products to Hutchins coverage. | SPECIAL OFFER! 1-year subscription—!2 issues—to ART DIRECTOR & 
Lassco Products Inc., Rochester, STUDIO NEWS—including the Buyers’ Guide.......... only $2.00 
New York, March 4—Marion|N. Y., has appointed Hutehins Ad-| Direct Sellers Hold Meeting | 
Harper Jr. expects advertising| vertising, Rochester, to direct its| The National Assn. of Direct ART DIRECTOR & STUDIO NEWS Dept. AA3, 43 East 49th St., N.Y. 17, N.Y. 
z volume to run about $11 billion| advertising. Lassco makes paper | Selling Companies will hold its | 
in 1972. | drills and round cornering ma-| 37th annual convention at the New | 
| chines for the printing trade. Yorker Hotel, New York, June 1-4. 


The president of McCann- 
Erickson also| 

thinks that in 20] 
years the leading; —. 
advertising agen- | 
cies “will have| 
become _ increas- 
ingly marketing 
agencies inte- 
grating into gen- 
eral business 
counsel all of the 
factors that go 
Marion Harper Jr. into the move- 
ment of con- 


a 
sumer and industrial goods.” The oint of sale 
Distribution costs will not be 


lowered materially by 1972, he 
told the New York chapter of the 
American Marketing Assn. last 


week. But the share of advertising 
in the total costs of distribution 
“will be further reduced.” or over 7 J 


® Mr. Harper looks for great em- 
phasis on “do-it-yourself” in prod- 
\ ucts and advertising 20 years 
hence. He thinks shorter work 
weeks, paid vacations. old age 0 S edac mont 
pensions and advanced medical 
knowledge will combine to give 
advertising “an opportunity to ad- 
vertise new products and services.” 
Advertising, he believes, had 
better watch the trend to decen- 
tralizing cities, increased leisure 
ec time, increased family income, the 
oe growth of home _ entertainment 
d media and the development of 


a child care. eames : ——— , 
“The implications for advertis- ; 


ing are several. More persons will | | | s—ss| a | “dl 
participate in buying decisions— = \ | ' e t é 
: thus requiring family appeal both | ra @ i I _| a | 
Ne in media and copy. There will be} . a") 
a greater emphasis on products Lt 
5 and services for the home d | , 
| Py | <°7 oe 
family. ee (> pt i: 
| N Rn PRT tant 1g 
# He said the great increase in| z . Px i\\e a's 


= ‘Ny 
T 4 = S a 9 \ 
4 - fi 2) Yi a 
J ment of even more impersonal | V/ — ~ ) / / aA 
‘ methods of distribution and mar-| \ U> 2 Ket on™ “oO oe 
keting. ——Kon™ DY S 2 


“The implications for advertis- 
ing are important,” he said. “For 
example, advertising will bear a 
bigger burden of building con- 
sumer franchises because of the 


ee \ = 
production facilities coupled with | ws 
the broadening base of purchasing | 
y power will require the develop-| 
a 


increased impersonal nature of St ea - = =) ; ¥ S 

the retail outlet. The function of F . } we VD f 

research, planning and market A Sat : 
strategy will become one of the ‘ al ' ae : 
most important services of the ad- Qe a | ; 


vertising agency.” 


s Mr. Harper believes all homes 
will have TV in 20 years—and 
that TV will become the No. 1 
medium for the large advertiser. 

“For the small iocal advertiser, 
' we will see the development of 
insertions in television programs 
similar to the way that insertions 
are purchased in print media to- 


4 day. Radio may become a medium > 
_g prea resent hat tip Dall "the national magazine for boys” * 
Hl papers will undergo significant Published by The Boy Scouts of America & 


4 changes in their editorial presen- 
tations, thus developing ways of 
maintaining audiences and ac- 
tually accomplishing the goal of 
. getting people to spend more time 
: reading.” 

Mr. Harper said it is certain 
that new media will enter the) 
field. He said that three-dimen- : 
sional television and subscription 
television will become realities, i < 
and that facsimile presentation ~ 
will supplement regular news- 
papers. | 
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No matter what form you use, the figures still show that 
today NEWSWEEK is reaching the people with money to 
spend ‘‘after taxes.” 


In fact— 


NEWSWEEK’s better-than-800,000 circulation 
delivers more $5,000-and-over-income fami- 
lies... per dollar invested...than any other 
weekly, biweekly or monthly magazine. 


So in this year of higher living costs, of adver- 
tising dollars that must work harder, it will pay 
you to schedule NEWSWEEK to sell the people 
with the spending money. 
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any other station in the area—ac- 


The BIGGEST 


rural and small town 


AUDIENCE 
in Mid-America 


.KEMO 


50,000 WATTS + 810 KC. 
125 E. 31st St., Kansas City, Mo. 


or THE KATZ AGENCY 


cording to the newly-completed 


in Mid-America. Your message on 
KCMO reaches them through 
programming planned co fit their 
needs. It’s a big, prosperous, loyal 
audience—and you can reach it 


best with KCMO 


Conlan “Study of Listening Habits” 


More rural and smail-cown homes BotA Holds 30th Annual 
are tuned in to KCMO than to | 


Dinner on April 24 | 


The Bureau of Abvette,| 
American Newspaper Publishers | 
Assn., will hold its 30th annual 
dinner at the Waldorf-Astoria, 


| New York, on April 24. The din-| 


ner will mark the close of the an- 
nual convention of the ANPA. 


Member reservations for the 


;dinner are now being accepted. 


| York World-Telegram & Sun, is | 


Reservations for non-members of 
the BofA will open March 17. Ed- 
win S. Friendly, v.p. of the New 


| dinner chairman 


Chiksan Creates Sales Dept. | 


Chiksan Co., Brea, Cal., has cre- | 
ated a sales development depart- 
ment to handle advertising and} 
sales promotion, sales analysis and 
market research. E. Nelmes Thom- 
as, formerly assistant manager of 
the sales promotion division of | 
Commereial Solvents Corp., has! 
been appointed manager. | 


Advertising Age, March 10, 1952 


Newspapers Don't Tell Agencies Enough 
About Merchandising Services, Says Welch 
BRIDGEPORT, CONN., March 4— | communications difficulties. Re- 
Collectively, newspapers still offer| cently, when McCann tried to run 
more merchandising services than|a merchandising contest among 
any other media. But they aren’t| 175 newspapers carrying one cam- 
doing a good job of making them| paign, 50 people had to be con- 
known to agencies, according to| tacted, Mr. Welch said. 
Roland W. Welch, director of mer-| Knowing your paper’s influence, 
chandising, McCann-Erickson. |he told the admen, you can best 
Mr. Welch spoke before the New | serve the advertiser. The salesman 
England Newspaper Advertising| only makes an occasional trip 
Executives Assn. and the Adver- | through town. And salesmen, he 
tising Managers Bureau, New York| said, are more enthused over 
State Dailies. newspaper ads than soap operas 
Newspapers fail to tell about|Or women’s magazine schedules. 
merchandising variations in their} TV and generally keener compe- 
markets, he said. Agencies are| tition make merchandising even 
guilty also, he added, because they | More important, Mr. Welch said. 
don’t tell newspapers what kind| “Today the whole media field 
of support they want for an ad|is putting greater emphasis on 
program. | merchandising. More advertisers 
Sheer | are buying sharper and looking for 


often ” 
plus values. 


numbers create 


ees wee ore 


a 


a city larger than 


Philadelphia and Seattle combined 


will move to Colorado 


How would you like to tap a rich summer market that offers 3,010,000 EXTRA 
PEOPLE...a market that can be reached at regular rates and with the economy of 


single medium coverage? 


This summer the Colorado market will be increased by 3,010,000 out-of-state 
vacationists. And, while these 3,010,000 vacationists are enjoying the nation’s roof 
garden, they'll buy more than $220,000,000 worth of goods and services. .. that’s $220,- 


000,000 over and above the regular market. 


Through the Denver Post’s Empire Magazine you can reach this enriched mar- 
ket with the economy of single medium cooverage: 939% coverage of Denver, 66% of 


Colorado. 


If you'd like your share of this extra summer business, increase your summer 


schedule now in The Denver Post. 


CIRCULATION 
at er eae 227,859 
ee 357,324 
Empire Magazine and Comics 388,673 
A.B.C. Publisher's Statement 

September 30, 1951 


THE DENVER POST 


The Voice of the Rocky Mountain Empire 


PALMER HOYT, EDITOR AND PUBLISHER 


Represented Nationally by Moloney Regon & Schmitt Inc 


For these and other reasons 
newspapers must do a better job 
of telling agencies what they can 
| offer, he said. 


@ Newspapers don’t make ad 
pitches for the building materials 
industry, said Arthur Clifford, v.p. 
of the A. W. Burritt Co. The in- 
|dustry, in all its phases, is the 
| country’s second largest, he added. 

The best buy today, in terms of 
lasting value, is a home, Mr. Clif- 
| ford said. Why don’t advertising 
| people go after the building ma- 
| terials firms? he asked. Consider- 
ing that 50% of U. S. homes are 
owner-occupied and 46% are more 
than 30 years old, the market po- 
tential is vast. 

He strongly urged newspaper ad 
|executives to show building ma- 
|terials firms that “they’ve got 
something the public wants.” The 
Burritt Co. has been advertising 
continuously since 1894, he noted. 


| Bing Crosby Ice Cream Bows 


Bing Crosby Enterprises Inc. 
|will franchise independent ice 
cream manufacturers to make Bing 
Crosby ice cream and ice cream 
| products. The plan is being put 
| into effect through the American 
| Ice Cream Merchandising Council, 
| Indianapolis, a group of 113 inde- 
| pendent ice cream makers. Keller- 
| Crescent Co., Evansville, Ind., 
| agency, is preparing sales promo- 
}tion and point of sale materials 
|for the program. The ice cream 
will start selling about Easter. 


Kindle-Kwik Names Agency 

Kindle-Kwik Co., Chicago, has 
appointed Roberts, MacAvinche & 
Senne, Chicago, to direct its ad- 
vertising. The recently formed 
company manufactures a chemical 
product to start fires easily in 
fireplaces, barbecue pits and 
campfires. Trade publications, tele- 
vision spots and co-op ads will be 
used. 


Mrs. Rogers Gets PR Post 


Mrs. Jane Jordan Rogers, for- 
merly public relations director of 
the National Organization for Pub- 
lic Health Nursing, has been ap- 
pointed public relations director 
of the American Nurses’ Assn., 
New York. 


Appoints Hodges & Pierce 
Hodges & Pierce, San Francisco, 
has been appointed to direct pub- 
licity on all food accounts of Guild, 
Bascom & Bonfigli, San Francisco. 


COUPON 


THE WEST 
AT LOW COST 


IN JUNE 


(Advertisement) 
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“A politician,” said a 
sage observer, ‘‘thinks of the next election; 
a statesman of the next generation.” Just so with publishers. 
The short-range publisher thinks only of the next 
issue or two. The publisher who has his industry = 


really at heart thinks of trends... five and ten 


years hence... that will affect his readers; and then proceeds ; 
to lay down sound trolley tracks for the years ahead. | 

i 
practical builder isa notable example. It has pioneered 
countless prpfit-ideas for use here-and-now. Equally ; 


important, it tells its readers not where they've been but 
where they're going. That’s why advertisers who believe 
in keeping ahead of the procession 


look to PB as... 


-.. Of the light construction industry 


Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publications in the 
building industry: Building Supply News, Building Material 
Merchant, Ceramic Industry, Ceramic Data Book, 


Brick and Clay Record, Masonry Building. 


Send for our 64-page book... THERE'S MONEY IN REMODELING... 


free to any manufacturer who asks for it on his letterhead. 


© iwoustPial PUBLICATIONS, INC., CHICAGO 3 
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BAB’s Ryan Says 
‘52 AM Promotion 
to Hit New Peak 


New York, March 6—William B. | 


Ryan, president of Broadcast Ad- 
vertising Bureau, predicts that ra- 


dio will set new promotion records | 


for itself in 1952 


support the bureau under the new 
setup, the budget for the year al- 
ready exceeds the 1951-52 figure. 
Dues contributed by these Stations | 
and the network members will! 
give BAB an annual budget of | 
$430,000, compared with last year's | 
budget of $345,000 
Others of the 802 National Assn. 
of Radio & Television Broadcasters’ 
member stations—which have been 
allocating 30% of their dues to the | 
bureau under the initial plan for 
financing the organization—are 
expected to get behind BAB 


@® As of April 1, the interim ar-| 
rangement for sharing NARTB)} 
dues terminates and BAB mem-| 
bers must sign directly. In addi-| 
tion to the 802 association mem-| 
bers, 126 non-NARTB member! 
stations have been supporting BAB | 
actively. 

Mr. Ryan said the increased 
funds will be used to provide more 
and better sales tools for radio. 
Plans for the coming year will be 

Hdiscussed at the opening day’s 
Ssession of the NARTB convention 
on March 31 


Devotes TV Time to Customer 
Goodyear Tire & Rubber Co., 
Akron, devoted the entire com- 
mercial time on its March 9 “Paul 
Whiteman Revue” TV show to 
Englander Co., Chicago manufac- 
urer of foam latex mattresses. 
Fein ing the program over Amer- 
ican Broadcasting Co.’s network, 
special trailer told the audience 
Bintre the Englander products 
Bould be obtained in their city. 


= Denver Branch Oftice 

| Intermountain Network has 
pened a branch office at 1735 
tout St., Denver. Ken Palmer, 
yrmerly manager of KVER, Albu- 

@uerque, has been appointed man- 


ager 


Forbes’ Honors Max Hess 
Forbes has named Max Hess Jr., 
President of Hess Bros. depart-| 


Ment store, Allentown, Pa., the} 
#p salesman among U. S. retail- 


ers 


4 
t 14™ IN EFFECTIVE 
BUYING INCOME 
PER CAPITA 


among Sales Management s 
162 Metropolitan County Areas. 


. 

li your TV schedule covers 
the first 100 markets accord 
ing to Effective Buying In 
come per Capita, then the | 
Quad-Cities market is among } 
the leaders on your list. Over 
234,000 Quad-Citians have 
the income their 
tastes to a luxurious degree 
©? And WHBPF-TV is the only 

TV station in Illinois out 

side ot Chicago 
|» Les Johnson, V.P. and Manager j 


NG Sao LO 7 


Pe Me 


to satisty 


WHEBF :: 


TELCO BUILDING, ROCK ISLAND, HLUNOIS 


" fepresented by Avery Knodel lnc 


WNHC-TV Appoints Obrist 


Edward C. Obrist, former gen-| 


Conn. | eastern spot 
| television, becomes national man- 
CBS Promotes Dozier | Soe of spot sales. Other appoint- 


ments: 

William Dozier, head of CBS| ager for spot sales in Chicago; Joe 
Television’s story department in| Henry is appointed spot sales man- | 
With only 386 stations signed to| New York, has been promoted to| ager in Detroit; Bill Laramie has | national representative for WLAW, | tional convention at the Statler 
executive producer in charge of| been named manager of spot sales| Lawrence, Mass. The 5,000-watt} Hotel in Detroit, April 4-6. Edythe 


| ABC Sets Up Own TV Sales 

American Broadcasting Co., New | 
eral manager of WPEN, Phila-| York, has set up a complete inde-/ Springfield, ©., have appointed| pointed Admiral Advertising, New 
delphia, and a radio station con-| Pendent sales organization to rep- 
sultant, has been appointed man-| resent its own TV stations. Under 
ager of WNHC-TV, New Haven,| the new plan, Don L. Kearney, | 


Roy McLaughlin is man- 


dramatic programs for the net-| in Los Angeles, and Dave Sack in| radio 


work 


| San Francisco. 


H-R Representatives their national | York, 4 
representative. The representative | burgundy and other domestic table 
company has moved to new, larger | wines. This is the company’s first 
sales manager for | quarters at 405 Lexington Ave.,| agency. 
| New York. 


| WLAW Appoints Taylor | 


station is an 
Broadcasting Co. affiliate. 


Advertising Age, March 10, 1952 


Two Name R-H Representatives; Wine Co. Appoints Admiral 
WING, Dayton, 


and WIZE,| American B-D Co. has 


for its Opici 


| Radio-TV Women Meet 


American| Meserand of WOR, New 
will preside. 


ap- 


Cucamonga 


American Women in Radio and 
O. L. Taylor Co. has been named | Television Inc. will hold its na- 


York, 


GRESHAM’S BUSINESS DISTRICT 


is spread over a wide area in typical suburban fashion. Easy access to 
shopping centers makes it a favorite trade area. Bank deposits total more 
than eight millions; population has more than tripled in the past 10 years. 


CIVIC LEADERS 


‘We know the value of radio advertising 
for automobiles and in this area KGW 
does it best. KGW is always willing to 
help in civic activities and keeps in 
touch with local people. We know our 
area is behind this station's effort 
100%,” say Car Dealers Gordon Swan 
and Ross Fanning, both past-presidents 
of the Gresham Chamber of Commerce 
and active community leaders. 


FARMER “KGW is our 

‘main line’ for 
news, weather reports, crop and stock 
prices, and has our wholehearted support 
for its community efforts. This station 
knows local people and local people 
know KGW. For the best possible job 
in the Portland area it can't be beat,” 
reports C. A. Becker, president of the 
Gresham Berry Growers and long-time 
resident of the agricultural district near 
Gresham. 


PORTLAND 


OREGON 


Local people are ‘for’ KGW because they know KGW 
is ‘for’ local people. All the advantages of selling- 
influence-prestige with the station that has the ‘local’ 
touch. Markets are people and KGW realizes every 
business, local or national, must keep in touch with 
people and keep that touch local. You cannot ade- 
quately sell the Portland area without KGW, because 
it is the ‘Pioneer’ station in Portland with more than 
30 years continuous operation. Naturally it has top 
listener loyalty in this section of Oregon. As anyone 
living in the Portland area can tell you, KGW is the 
station at six-two-oh on the radio dial! For the adver- 
tiser seeking the highest possible return from his in- 
vestment in radio time, KGW offers the quality that 
produces greatest results. If you're not on the KGW 
band wagon, investigate now because it is true you 
cannot adequately ‘sell’ the Portland area without 
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Roman Ravioli Names Kastor 
Kastor, Farrell, Chesley & Clif- 
ford, New York, has been ap- 
pointed agency for Roman Ravi- 
oli Co., manufacturer of frozen 
food specialties. Newspapers, ra- 
dio and television will be used. 


| Factor to Dillon-Cousins Knap Named Media Director 
Max Factor & Co. has appointed| Wesley Associates, New York, 
Dillon-Cousins & Associates, New | has appointed Joseph D. Knap Jr. 
| York, to handle advertising of its| media director, succeeding the 
| products in several South Ameri-| late Harry Weiner. Mr. Knap for- 
can countries. Factor previously | merly was with Badger, Brown- 
| handled this advertising direct or | ing & Hersey, New York, and Kas- 


Lupton Gets Three Accounts 
Alpha Tool & Supply Co., Weiss 
|& Basser, interior designers, and 
Winner Mfg. Co., plastic and wood 
products manufacturer, have ap-| 


New York, to direct their adver- 


Ray Girardin Joins CKLW 


news staff of the Detroit Times,| 


troit. He will give newscasts,| Mather, 
” 30-10:45 p.m., Monday through} placed in 
‘riday. 


through local agencies. 
Ray Girardin, formerly with the Kashen Appointed Print Head © 


Walter Kashen, space buyer | Fadell Adds Cosmetic Account 
has joined the staff of CKLW, De-| with Hewitt, 


dia purchases for the agency. 


pointed John Mather Lupton a 


|tor, Farrell, Chesley & Clifford, 
| New York. | 


| Lip-Stae Appoints Wesley 


. Lip-Stae Co. has appointed Wes- 
Ogilvy, Benson &}| Fadell Co., Minneapolis, has! ley Associates, New York, to han- 
New York, has been| been appointed to direct advertis-| dle advertising, merchandising and 
charge of all print me-/| ing for Miriam Collins Palm Beach! publicity for Lip-Stae, “the orig- 
Cosmetics, Minneapolis. inal lipstick protector.” 


tising. | 


| 
| 


P ss ” , ’ 
: 3 
HOUSEWI FE “KGW is our favor- 
' ite family station and 
| besides the entertainment value it brings me news of 
products that help make my shopping easier,’ re- 
ports Mrs. M. A. Ferris, Gresham housewife. 


+ we s | - 
STUDENT “My favorite programs are 
on KGW and the over-all 
coverage of events gives me ‘talking points’ for 
school and social activities,” volunteered Gresham 
high school student Gwen Bacon 


“When national brands are 
advertised on KGW, sales in- 
It is definitely the 
station in the Portland area,” says Carl Zimmerman, 
12-Mile Store owner, near Gresham. 


crease more than 30 per cent. 


KGW BRINGS GRESHAM AREA ENTERTAINMENT, NEWS, SERVICE FEATURES 


selective 
‘way 


Selective selling is a sys- 
tem for eliminating non- 
prospects. But doesn’t it 
make even more sense to 
eliminate non-profit sales 
areas? 


There are more than 2,400 
counties on a market map 
that are waste to you. All 
of their miles and miles 
amount to a miniscule 
7.1° of total U.S. manu- 
facturing. 


ie 


guidaibalansn teat 


DRUGGISTS “The top station here is definitely KGW with top entertainment, 

news and topics of interest to local people. It’s very true that KGW 
advertised products increase in sales and no one can beat this ‘local’ station for quality,” according 
to Gresham Druggists Stafford Dowsett and E. L. Welling. 


On the brighter side of i 
the mirror, that means 
650 counties out of a total 
3,072 represent 92.9% of 
all manufacturing. 


ultural center 


COVE Agric 


ga retail tf 


Grosh 


= ; vin ie ae 
7\. Itnomah county, ser Jocated less than There’s your selective 
of Mu ane 000 persons, . the industrial market. 
e than re city center, 
of mot nial Portland s city a 
15 miles fro “oe IS KGW... You can stand smack in 


the middle of it every 
Sunday and sell your head 
off with THE NEW YORK 
TIMES ... because that’s 
our market, too. Here’s 
where we put 93.8% of 
our papers — 1,000,000 
copies every Sunday —by 
invitation. 


And if you were to ask 
yourself, “What section 
of this fine newspaper 
should carry my advertis- | 
ing?”...the answer isn’t 
hard...if you know that 


Zr> | 
== wee i business men make the 
fasten fp NS 4 


= REVIEW OF THE WEEK one ; 
of the best-read news- 


reviews in the country. 


a '| 


Ask your agency or ask 
us, to tell you all about it. 


The New York Times ¥e 

| REVIEW 
OF THE : 
WEEK ‘ 


the newsreview you get 
every Sunday exclusively 
with The New York Times 
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of all wage-earner 
amilies! 


* One of the many outstanding facts 
in the new Cincinnati Survey — 


Ask your agency to get them all! 
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TRUE STORY WOMEN’S GROUP delivers 
maximum coverage and impact in the great 
wage-earner market—largest market for con- 
sumer goods in our economy today! 


Z 


concentrates more than 


65% 


of its circulation in 
the rich wage- earner 
market! 


cs ‘ 


OFFICES: CHICAGO * BOSTON * SAN FRANCISCO 
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80,000,000 Comics Books Printed Monthly, 


Most by Eastern Color, Says Huber Corp. 


New Yorwx, March 4—‘More 
comics books are bought on Ameri- 
ca’s newsstands than any other 


of magazine. Over 80,000,000 
would be a good estimate of the 
number purchased last month 
alone. If vou decided to buy every 
different title on the stands in a 
given month, you would have to 
purchase more than 235 different 


type 


books. Of these, nearly 90% are 
32-pagers.” 
These facts, among others, are 


reported in the current issue of 
“Huber News,” a monthly house 
organ on the use of printing inks, 
published by J. M. Huber Corp., 
printing ink and chemicals manu- 
facturer 


@ Huber cites Eastern Color Print- 


ing Co. as “probably the largest 
single printer in the comics field.” 
It turns out 35,000,000 comics 


books monthly 

“Eastern first started printing 
funnies for Sunday newspapers in 
1926,” Huber reports. Today East- 
ern prints Sunday supplements for 
22 newspapers 

“Eastern important 
place in printing history,” Huber 
says, “for it started comics books 
The year: 1934. The magazine: 
Famous Funnies, the first comics 

the now-standard book format 

day, Eastern’s 13 two-deck pres- 
bs are kept running ‘round the 


holds an 


Glock with the type of publication | 


$ pioneered.” 

SIn addition, the Huber house or- 
gan features a story on the work 
of the mechanical department of 
the New York Times. Another 
f@pture tells the story of L. L 

kan, mail order sporting goods 

use in Freeport, Me., which dis- 
sutes 380,000 copies of its 


The Water’s 
Fine! (really) 


A quick dip into the North 
Dakota poo! of buying power 
will convince you that KFYR 
in this agriculturally wealthy 
state pays handsome divi- 
dends per advertising dollar. 
Ask John Blair for KFYR facts 
and figures. 


BISMARCK, N. DAK. 


5000 WATTS-N.B.C. AFFILIATE 
Rep. by John Blair 


sportsman’s catalog each spring 
and fall. Because of this, Freeport, 
with a population of 1,500, is the 
only town of its size in the U.S. 
that can boast a Class A post of- 
fice, Huber says. 

The Huber house magazine is 
written and edited by Fred Witt- 
ner Advertising, the company’s 
agency 


WORD Affiliates with NBC 

WORD, Spartanburg, S. C., an 
affiliate of American Broadcasting 
Co. for a number of years, has 
joined National Broadcasting Co 
The station will continue to carry 
some programs of ABC 


Walsh Adds English Account 
Walsh Advertising, Toronto, has 
been appointed to direct advertis- 
ing in Canada for Foster, Yates & 
Thom Ltd., Blackburn, England, 
manufacturer of hydraulic, auto- 
matic and semi-automatic presses. 


Guy-Lee Adds Three Accounts 

Guy-Lee Organization, Palo Al- 
to, Cal. has been appointed to 
handle advertising for Sunset 
Books division of Lane Publishing 
Co.; Hatfield & Co., producer of 
Ra-pid-gro liquid plant food, and 
Fowler Orient, mail order service. 


Forms Radio-TV Department 

James A. Stewart Co., Carnegie, 
Pa., has established a radio and 
television department for the writ- 
ing and producing of complete ra- 
dio and television programs. 


Advertising Age, March 10, 1952 


FC&B Appoints Ettinger Co. 

Foote, Cone & Belding, New 
York, has appointed Ettinger Co., 
Hollywood agency, to secure and 
coordinate endorsements for Lieb- 
mann Breweries Inc., Brooklyn, 
on Rheingold beer 


Appoints Scott Associates 
Scott Associates, Kansas City, 
Mo., has been appointed to direct 
publicity for the membership and 
trade show of the National Surplus 
Dealers Assn., tentatively sched- 
uled for early August in Chicago. 
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WBAP Appoints Weber 
Audrey Weber has been ap- 

pointed to handle the television 

section in the publicity, promotion 


Flanagan Gets Sales Post 


John Flanagan, previously with 


Ohman Appointed PR Director| Crosby Appointed Ad Rep 


David Ohman, formerly with| Larry Crosby has been ap- 


the Metropolitan Group, has been | the San Francisco Chronicle, has| pointed eastern U.S. advertising 
|appointed general sales manager | been appointed western regional | representative for New Equipment 


and Building Materials 


and merchandising department of | 0 


f Authenticolor Inc., New York, | public relations director of the Na-| News 


WBAP, Fort Worth. He succeeds | specialist 


in color photographic | tional 


Foundation for Infantile| News, published by Canadian En- 


George Reeves, who has entered | services for adv 


ertising agencies. | Paralysis. His headquarters will) gineering Publications Ltd., Tor- 


military service. 
Katz Joins Kaufman-Strouse 


Joseph Katz, formerly radio di- 
rector of Mahool Advertising, 


Strouse, Baltimore. 


Mr. 


Flanagan 


succeeds Robert | be in San Francisco. 


| onto. 


Crandall, who resigned. 


Agency Opens in Chicago 


Baltimore, has been appointed an| has been formed at 201 N. Wells) tic 
q account executive of Kaufman-| St., Chicago. The agency opened | Harshe-Rotman, Chicago, 


with eight accounts. 


Krupnick Promotes Smith 


Appoints Harshe-Rotman 
George L. Smith, a member of 


Tri-State Plastic Molding Co., 


A. F. Marthens & Associates| Henderson, Ky., producer of plas-|the art staff for the past three 


housewares, has appointed! years, has been promoted to asso- 
to aap art director of Krupnick & 


rect its public relations. Associates, St. Louis. 


FOR ADVERTISERS 


ne 
is 
| _ 
~ 
~~. the reader who looks 
| on the BRIGHT SIDE 
Likes to look squarely at today’s problems—from the 
shrinking dollar to growing atomic G8 oy oe 
believes those problems can be solved. Reads Coronet 
because it never poses a problem without pointing to 
— a solution. 
ge 
i the reader with a 
~~~ WARM HEART 
Fear never gets an icy grip on his heart, because 
hope thaws it out. Looks forward to the future 
and all it holds. Looks forward to Coronet because 
it gives him a lift instead of a letdown. In every 
story, every article, every anecdote, Coronet 
inspires, gives hope. 
; the reader who is 
t __— READY TO SPEND 
- pail i Knows tomorrow will come, and enjoys planning 


}| for it—whether it means a faster electric razor, 
i a bigger television set or a retirement policy— 
|} Confronted with your product, he won’t say 
1 "What’s the use?”’, but rather, “How can I use it?” 
He believes in Coronet because Coronet gives him 
something to believe in. 


the reader who 
FLIES INTO ACTION 


- Different species from the fear-ridden reader whose 
oe steady diet of depressing words keeps him paralyzed, 

passive, afraid to plan. he issue after issue, Coronet 
gives wings to his hope—gives him reasons to act. 
to go after the good things life has to offer. 


(Coronet 


circulation 2,721,393" 


* ABC circulation for six months ending Dec. 31, 1951 


29 


WANTED 


UNUSUALLY 
CAPABLE 
ADVERTISING 
MANAGER 


For Major 
National 
Advertiser 


This advertisement is placed by 
an agency seeking to help an im- 
portant client locate a capabl 
responsible advertising Peis 
From long acquaintance with o' 
client, the company’s personn 
and its opportunities, we can 
sure you that this is one of th 
country’s outstanding positions for 
the right man. 


The job calls for a sound pla 
ner, a good administrator, a ma 
whose experience qualifies him 
operate with sales manageme 
people at headquarters and in t 
field, to help the company reali 
on an annual advertising bud 
of well over a million dollars. A 
“about forty”. Location, midwes 


Our client is not seeking 
“promoter” type. Or the man wh 
has changed jobs every year. They 
are seeking a man whose record 
shows that he knows how to gath- 
er and organize sound selling in- 
formation, operate a department, 
get the most out of an agency re- 
lationship, exercise controlled 
imagination. 

Although its products are sold 
primarily to industry, our client's 
advertising is broad in scope, em- 
bracing industrial, trade and con- 
sumer media and almost every 
type of supporting material. 


If you are interested, and quali- 
fied, send brief personal record 
and photo. A few additional para- 
graphs on the functions you feel 
properly belong in an advertising 
department, and how you have 
performed them, would be helpful. 

Replies, of course, will be held 
in strictest confidence. 

Address Box 76, Advertising 
Age, 200 E. Illinois St., Chicago 
11, TIL 
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| This Week in Washington... 


| 
Congressmen Question Work of BLS | 


| By STANLEY COHEN have passed out of existence. All | 
Washington Editor | their questions—such as they were | 
| WASHINGTON, March 6—How| —wwere on TV. | 
|much can government do in the} e ° e 
field of statistics? And how good | Nobody—including Postmaster | 
| should government statistics be? | General Jesse Donaldson—serious- | 

Widespread congressional un-| ly believes Congress will pass ad-| 
|easiness on this subject cropped| ditional increases in postal rates 
up in the House appropriations | this year. House postal committee 


= OPEN UP new sales 
me = markets among these 
me =—s:1,515,215 families! 


the Our Sunday Visitor 
Register UNIT plan which is 


tailored to your needs. 


Let us prove how regular 
Visitor-Register advertisers see 
the good results on their sales 

*, records and in their cash sales. 


¢ 


‘suggestions without 
‘tion. Just write, wire or tele- 
iphone for factual, money- 
about 


Get the facts and helpful 
obliga- 


smaking information 
this vast volume-buying mar- 


et you may be overlooking... 


‘ou don’t need to “penetrate” 
his huge family buying mar- 
: et —it’s all over the nation! 


a Just key your advertising to 
These larger-than-average fam- 
ily America 
Phrough the two great national 
weeklies they read and enjoy. 


- 


homes across 


There is no reason why YOU 
Ban't cultivate this volume- 
ebuying, steady-buying family 
amarket—ceasily and economi- 
cally. Just take advantage of 


1515.25 


WEEKLY CIRCULATION 


NATIONAL 


REPRESENTATIVES 


Bertolet Co, ne 


Strate oan 


d 


re pHICAGO— 


r. cenmtaart . 


e@ noetn 


| broadcasting 


committee recently when the Bu-| 
reau of Labor Statistics asked per- | 
| mission to expand its work in the | 
| construction field. Rep. Fred Bus- 
bey (R., Ill.) snapped back that 
| the National Assn. of Home Build- 
}ers ought to be doing this work 

| Other committee members 
charged that government statistics 
are too comprehensive, and that 
| government statisticians are un- 
bearably efficient in thinking up 
| new projects 

“Revision of this program goes 
on ad infinitum. And to astronomi- 
cal proportions, if we are not care- 
ful,” commented Rep. George 
Schwabe (R., Okla.) 

Statistics Chief Ewan Clague 
wanted $600,000 for expanded 
studies in the wholesale and con- 
sumer price field. Rep. Schwabe 
| exploded, “I think a lot of it would 
fit very admirably into a socialistic 
regime more than a form of gov- 
ernment built upon a free enter- 


| prise system.” Rep. Christopher 
McGrath (D., N. Y.) said, “After 
visiting hospitals in Japan and 


| Korea, I think there are more im- 
portant things pressing the Amer- 
ican people.” 

BLS argued that only govern- 
ment can provide assurance that 
statistics are complete and unbi- 
ased. “I think I am a servant of 
free enterprise,” Mr. Clague told 
the committee. Pointing out that 
| 75% of the requests for BLS data 
come from business concerns, he 
declared, “The free enterprise sys- 
tem will work well if it has the 
facts on which it can make the 
right decisions.” 

Among BLS proposals before the 
committee: 

$88,000 for maintaining the ex- 
panded wholesale price index in- 
troduced last month; $205,000 for 
the new consumer price index to 
| be introduced in February, 1953; 
$160,000 for further tests of the 
| consumer price index during 1952; 
$105,000 for publication on a na- 
tional and local basis of consumer 


| chairman Tom Murray (D., Tenn.) 


expenditure data collected in 91 
cities in 1950 during field studies | 
in preparation for the consumer 
price index revision | 
The new wholesale index now 
being used covers 2,500 commodi- | 
ties, compared with 900 in the old | 
j}index. The new consumer price} 
index, in preparation during the} 
| past three years, covers 50° more} 
‘items than the old index. It in-| 
cludes the entire urban population, 
not merely big cities, as in the! 
present index 
e - « 
To judge by the attention which | 
the Senate gave the nomination of | 
Robert Bartley to the Federal Com- 
munications Commission, Presi- 
dent Truman could lighten his 
woes by filling all government of- 
fives with relatives of popular con- 
gressmen 
Appointment of House Speaker 


Sam Rayburn’s nephew to the 
commission got a 13-0 nod from 
the Senate interstate commerce 


committee less than 24 hours after 
reaching the Hill. During their 
perfunctory questioning, committee 
members omitted even the routine 
investigation of past activities. 
Senators looked a bit foolish at 
the Bartley hearing. In their ob- 
embarrassment, they com- 
pletely neglected to ask Mr. Bart- 
ley if he had any knowledge or 
feelings about the interstate tele- 
graph and telephone business, 
|}which FTC regulates. And radio 
might just as well 


vious 


| Democrat,” “the Republican 


conceded as much Monday during | 
debate on the Post Office Depart- 
ment’s 1953 budget. He said if he | 
had his way considerably higher 
rates would already be on the| 


books, but that House members| ,. : 
are unwilling to follow his lead. | 4#8trust of the American govern-| F&S&R Promotes McCauley 
ment. Michael E. McCauley has been 


During House appropriations | - , - y nae 
committee examination of the Post | These ostensibly non-political promoted to the newly created 
position of typographer for Fuller 


Office Department's budget, Post- | @48 are fitted neatly to the Repub-| - 

master General wher ows said he| ltcan scare words of ‘socialism’ and & Smith & Ross, Cleveland. He 
plans to provide Congress with a| 0@"kruptcy,’” he continues. “They —. ag ot Mine a = 
statement on the need ‘for evel are sponsored by several giant cor- | sien soe a He Foren Hi with 
postal revenue, but that he as-| PoTations and by various supposed- the agency since 1943, joining it 
sumed Congress will be unwilling | ly non-partisan committees, foun- | from Skelly Typesetting Co., 


: . | i > $si ; ties.” | —_s 
to pass another rate bill this year. | dations and professional societies.”’| Cleveland. 
Mr. Van Devander documents | 


House members, voting $669,-|.. , : re | 
000,000 to cover the dapartenant’s| his article by drawing on Fortune's! DuMont Appoints McGannon 
anticipated 1953 deficit, mumbled article “Is Anybody Listening? | Donald H. McGannon, who is 
about the need for “more efficien-| (He used Fortune’s estimate that! now engaged in private law prac- 
cy.” But Rep. Vaughn Gary (D.,| institutional ads cost more than | tice in Norwalk, Conn., has been 
Va.), the appropriations commit- | $!00,000,000 in 1950. And he quotes| named administrative assistant to 
tee’s postal expert, pointed out | Fortune on the motives of the| Chris J. Witting, general manager 
Post Office Department is contin- sponsors, “What they are after, to| of the DuMont Television Network, 
| put it mildly, is a Republican vic-| New York. 


uing to lose ground for reasons |» ”) 
ia ‘ : weg}, | COTY. 
which have nothing to do with| Crattint Co. Appoints Stoltz 
Gene Stoltz, who once had his 


efficiency. 

_ “While postal rates were in-| Forms New Accounts Division | cute Sauna and ane geaneilier wen 

creased by $227,000,000 last year, Standard Oil Co. of Indiana has} advertising manager of Bing Fur- 

he pointed out, “increased postal! formed a new national accounts/ niture Co., Cleveland, has been 

salaries and leave and higher rail-| division of its lubricating and in-| appointed advertising and public 

road rates boosted postal operating | dustrial sales department. George/ relations director of Craftint Co., 

expenses by $422,000,000.” |F. Bowers, with Standard since! Cleveland. 

e e © | 1923, has been promoted to assist- | 
: | ant manager in charge of the new} 

The House interstate commerce | division. 

committee hopes to put its fair} 

trade bill through within the next) Kilbride Joins Bayless-Kerr 

week. But fair trade still has a) 


NEW FOR ‘52—At left is General Mills’ new Wheaties package, replacing the one 
at right. It’s the first Wheaties package change since 1933. An opening spread in 
Life this week includes a coupon good for 15¢ on purchase of two boxes. 


Van Munching Names Agency 
Van Munching & Co., New York, 
importer of Heineken’s Holland 
| beer and distributor of Bols gins 
George Kilbride, formerly sales, and liqueurs, has appointed Hir- 
long way to go. | promotion manager of Ramset| shon-Garfield, New York, to han- 
President Truman let it be| Fasteners Co., Cleveland, has been| dle advertising of those products. 
known Monday that Commerce | appointed director of media and | Deglin-Wood is the former agency. 
Secretary Charles Sawyer spoke|research for Bayless-Kerr Co.,| 
only for himself when he issued | Cleveland. | Wilson Joins Association 
a statement supporting fair trade. | r Preston A. Wilson has joined 
If fair trade clears the Senate this| Rand Opens Coast Office | the Pennsylvania Newspaper Pub- 
session, it faces the certainty of a Rand Advertising, New York,|lishers Assn. and will work on 
presidential veto. | has opened a Hollywood office at| “The Bulletin,” the association 
. e ° 6399 Wilshire Blvd. | publication. 

Legislation repealing that 10% | 
surtax on postcards purchased in| 
quantity lots ripped through the 
House and is on President Tru- 
man’s desk. Within 10 days after 
it becomes law, the surtax goes 
off. 


* e . 

“When the campaign expendi- 
tures for 1952 are added up,” 
writes Charles Van Devander, 
Democratic publicity chief, in “The 
total 
ought to include—but won’t—the 
millions of dollars that are being 
spent on so-called institutional ad- | 
vertisements which seek to sow! THE 


in Selected Areas! 


Using 


AD-VER-TIS-ER, Inc... Fort Wayne, INDIANA 


ONLY THE TRIBUNE IN SOUTH BEND 


The great South Bend market —'2-million people — is 
saturated by the South Bend Tribune. Outside circulation 
is negligible. No other paper to buy when you test, de- 
velop, or maintain this market. This, plus a milline rate 
that’s lower than the national average, gives relief to 
strained ad budgets. Write for free, new market data book 


entitled “Test Town, U.S. AW 


oe 


NN 


SS? 
Sal a 


The South Bend, ind. Market: 


7 Counties, 1/2 Million People 


STORY, BROOKS & FINLEY, INC. + 


NATIONAL REPRESENTATIVES 
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Call on more homes—reach the highest percentage of home delivered circulation—with a dominant schedule 
in The Star. Home delivery in the City and Retail Trading Zones is 23.3‘: greater than 
the second paper daily (31.8[¢ Sunday): 37.2‘: greater than the third paper daily (49% Sunday): and 105% 
greater than the fourth paper daily!) (No Sunday edition.) This means that The Star is delivered to a minimum of 32.817 
more homes every day (47,783 more every Sunday) than the closest contender. In the important City and 
Retail Trading Zones, where every home call is a call for business, dominance in Washington, D. C. requires 


a dominant schedule in the home-delivered, home-delivering Star. 


1852 A Century of Leadership 1952 


The Washington Star 


Evening and Sunday Morning Editions 


Represented nationally by: O'Mara and Ormsbee, Inc.. 420 Lexington Ave.. NYC 17: The John E. Lutz Co.. Tribune Tower. Chicago 11. 
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PHOTO-ENGRAVERS 


TO ADVERTISING AGENCIES, 


ELECTRO-MATIC 


M £ 


ee 


Oye 


MBER O fF Cc 


ELECTRO-MATIC ENG. CO. + 10 WEST KINZIE ST. « 


THE ONE WAY TO BE SURE 
about black and white plotes. 
You've got to proof right to print 
right so now we're including a 
color bar of 80% tone on every 
black and white proof. It gives you 
closer control than ever before 
over the final reproduction It's 
another example of Electro-Matic's 


attention to detail -- another rea 
son why it pays to call DElawore 


7.1277 for your engravings. 


TINT GUIDE FREE 
A complete kit that gives you not 
only the full gray scale, but also 
the corresponding tone valves in 
standard red, yellow and bive. 
Write or phone for yours. 


HIGCASG 


oO Pe &: F F 


————— 
> ’ ie. 
* See ~ CVO CAOCVIE 
p tthe pthdater 
ae. — 


NGRAVERS BSBOCHtATIS 
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Camco May Bring TV to Reno Soon 


San Mateo, CAL., 
Camco Enterprises Inc. last week 
announced a $2,000,000 project to 
bring television to Reno, Nev. 
Reno’s population is about 50,000. 

Camco has applied for a 25- 
year franchise from the city to 
furnish TV sets and service to an 
estimated 8,000 subscribers. Nor- 
mal video broadcasting in Reno is 
not anticipated for some time. 

Approval by the Reno city coun- 
cil is expected within two weeks, 
according to Richard F. Callaway, 
Cameo secretary-manager. Cam- 
co’s headquarters are at 10 4lst 
Ave. here (a Reno office is at 150 
N. Virginia St.). 


@® Plans are to install a master 
antenna above the 7,000’ level near 
Reno. From this point signals from 
San Francisco Bay Area stations 
would be amplified and trans- 
mitted via a coaxial] cable to a 


CHICAGO + DElaware 7-1277 central switchboard. The signals 


KOS 
or 


“Have you considered using Kimberly-Clark coated papers?” 


Fully-coated Kimberly-Clark Printing Papers will add crisp 
freshness and sparkling new eye-appeal to your reports, adver- 
tising pieces, brochures and house organ — often at remarkable 
savings in cost. Today — ask your buyer or printer to see new 
Hifect” Enamel. Trufect’, Lithofect® Offset Enamel and 
Multifect*— and compare them with the paper he ts now using. 


“y @ ate U8 PAT OFF 


KIMBERLY - CLARK CORPORATION, NEENAH, WISCONSIN 


March 4—! would then be wired directly into 


homes and business offices of sub- 
scribers. 

Service is expected to begin by 
late summer, Mr. Callaway said. 
Rates will be set later, subject to 
city council approval. Mr. Calla- 
way said they would approximate 
$75 for the original installation, 
plus $25 a month, if a proposed 
set leasing plan is okayed. 

Under this plan, subscribers 
would not purchase the TV sets 
and all service would be included 
in the monthly bill, Mr. Callaway 
said. 


FCC OKAYS EARLY LINK 
OF 6 MORE TV CITIES 

WASHINGTON, March 4—The Fed- 
eral Communications Commission 
on Feb. 27 gave its approval to 
Bell System’s plan to speed con- 
struction of TV networking tines 
in order to add half a dozen cities 
before the 1952 political conven- 
tions. 

When completed, the rush proj- 
ects will bring service to Miami, 
New Orleans, Oklahoma City, Dal- 
las, Fort Worth and Houston 
Only six cities will remain un- 
served and two of these—San An- 
tonio and Tulsa—are expected to 
get service before 1952 ends. Still 
| unserved will be Brownsville, Al- 
buquerque, Phoenix and Seattle. 


James G. Wells Forms Own 
Ad Agency in Buffalo 


James G. J. Wells Inc., agency, 
has been formed in Buffalo. The 
address is the Hotel Statler. James 
G. J. Wells is 
president of the 
agency. Former- 
ly, he was v.p. 
and account ex- 
ecutive of a Buf- 
falo agency and 
prior to. that 
sports director of 
WBEN, Buffalo 
NBC affiliate. 

Department 
heads of the 
agency are: Copy 
director, Earl 
Ashcroft; art director, Warren 
Moxham; radio and television di- 
rector, Gene Novak, formerly pro- 
ducer at WBEN-TV; account ex- 
ecutive, Kenneth Kaplan, formerly 
sales manager of WKBW, Buf- 
falo. The agency’s accounts in- 
clude K. R. Wilson, manufacturer 
of automotive tools and equipment; 
Buffalo Raceway, Hamburg, N. Y., 
trotting race track; Orgel-Marine, 
maker of drapery hardware and 
specialties; Jamestown Finishing 
Products Co., producer of plastic 
cloth and enamels; Streich Interior 
Decorators, and Shademaster, 
manufacturer of aluminum awn- 
ings and canopies 


Sunbeam Elects Widditield to 
V. P. in Charge of Advertising 

A. E. Widdifield has been elec- 
ted v.p. in charge of advertising 
by Sunbeam Corp., Chicago. He 
joined the com- 
pany in 1933 as 
advertising man- 
ager. 

Mr. Widdifield 
graduated from 
the University of 
Chicago in 1928 
and joined the 
editorial staff of 
the Chicago 
News. Later he 
entered advertis- 
ing aS a copy- 
writer and ac- 
count executive in an agency. In 
his 19 years with Sunbeam he has 
done advertising, sales promotion 
and publicity work. 


James G. Wells 


A. E. Widdifield 


Kraft Foods Promotes Hough 


Kraft Foods Co., Chicago, has 
promoted Tom Hough from staff 
assistant to the advertising de- 
partment to product advertising 
manager in charge of Phenix 
Pabst-ett products. He succeeds 
|Raymond Lahvic, who has re- 
signed. Raymond Harriman, sales 
' promotion assistant, succeeds Mr. 
| Hough. 
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the rating services do agree 


to 


7-9 AM EST 


day 


is solid TV value 


TRENDEX 


There is a large and responsive audience 
waiting for your sales message at the 
start of the shopping day on NBC Tele- 
vision’s ‘TODAY. For instance, the 
ARB national rating figures represent: 
1,129,000 wrerage daily viewers 

18.0 weekly cumulative rating 

$1.94 cost-per-M per commercial minute 
MARKETS are reached on a national scale, 
with 30 stations in the eastern-midwest 
areas already taking the show live. 


telephone coincidental : audimeter 


RESULTS start the day your first commer- 
cial hits the air and is seen by the entire 
family, before the shopping day begins. 


PRICES start as low as $2,200 fora parti- 
cipating sponsor; as little as $29,000 will 
buy a network TV campaign for 13 weeks! 


All this, and Garroway, too, on. 


NBC TELEVISION 


A Service of Radio Corporation of America 


30 Rockefeller Plaza, New York 20, New York 


: 
a 
ne 


4 ae Sa eee eee oe é "pas na )) QE ot 8 fore pipe: «ee st es a ee ae J a bey ee, ee ee elie, on Fern. . Pe is oo 2) ee ra ee - 
meee 2 hintey nes = 
4 } - > ise 
GS 
zi : z 
& ag 
re 
B + 
, . 
en hk 
. | 
ay, ; i 
‘ “ 
i i= 
aa 
{ PC ty 
9 - 
} . y 
1S ag 
; ; ars 
; yi iit. . ole 
as cs 4 seer Reece: ° oe i gaye ol 
Rie ema od Bie erate: . ies : : 
ie ee ’ . si pe alll Ss e spc RO as W care 
cs 4 macy tin Sea a ° ‘ 
een F ; . * i ‘iio . i eS *% 
| Be : ° : se Sees: . rs d age 
He : ° ee He . ae 
ee . ee = : ba 3 
Beets ° ae eae . epee 
Sean 4 . Sess ee . eee g 
. eats E 5d Soe Bee ie . : «ee 
Bae sae i : : ° 3 Be: ae . : -_ 
cer ae j e . Boe eee > 3 4 at ae 
: tee Be . ee ee ee . ee ts 
. i eee Bas j . sees Se ee . Be ee 4 
fee a Ee ° eee ott Be Sees ° Bes = 
; —_ e Se ge Pid . se cts _ 
; $3 sire ° sia nce rte Bie ens ° Gn sa j : ete, 
Be : Pi . se a ie ° ee: Hee ea 
: 3 aes ? Sis Reece : Serre rere perks i a 
3 * sooo ae oe Sons as 3 , . ss sis ot) iS 
; i e ee ee ae fe ze ee BREN 
ae : . se 2S 4 : ; ue ! i 2 
" % % : e : Bi z ; . - a ie ~ 
| 4 " > A Bs al 
} j Seas : ° : es j . : ok 
: ! 3 A Beeson e 4 z . : ae aks 
| oc enon er, . : i: A “Ae. 
¢ Sir etna es : Z ’ ie. 
} ec - ‘ is rs % x 
! sree bs se : . a ae 
| Pea : . i i ° are 
bie bes . : ti j ; is ‘ ee 
[ Be ze : ‘ ii Bee ms Tan 
i i 2 ° ee ss . a 
| = ‘ 5 is sie z ° d + ; fave 
: : 4 : pce pe Z . . ig 
| Bes . ee es ee ie e ae 
} ec j ° et pd sais Betti . rare ] SE joe 
Pere, 3B . rise Sits an oe . ie ; . 2: 
| : Ban . MS i * a am ae 
7 oe aa Se aay z in ee ee 
‘ + apes isis ar . es " pits te os 
e pan Sc . mgr 
| e Poe . Z = S 
; | : * forme 
. . See 
| : NIELSEN : _ 
| ° ; ARB ms 
Pe : 1a. z a ‘ 
| y 1 , ac 
" i . ry Tee 
: i e . > lee 
: } . ° teats 
: } ve ieee 2 ee e bin. ec a —_—== F i Mies 
; Pe a 2 IE Sa eee See on é An ? 
t sen Fs Ps a + Ecorse jaa =—- A Sar ; 
sei ‘iil ‘ Bee 40 7 ou ‘=< i i 
SS A e id se . # nee 
ee ee Ge — ° eee —~26 # 4 £ : eh Ne 
| 9 Pic bem . ; = 3 3 e F i : 
| SES 9g OS . Ee Z ° es — ¢ 
; Ps ORS oem Becca 2m 108_ © oe AE * 
i Fac ie " Gene, <> iii. ge ° Btn Sige: ates 
4 fee: 22 EERE ne, ae od RY pias Pe & ¢ 
vy e “beet, iticeranmmnre . is 
e | . : e " sagt 
} ae 
| | 
} x i” ‘& 
i a. he 
f | i ie 23% 
| ; 5 
| ; of : 
if 5 
} : 
1} 
| 
} , 
| pe t 
‘ 
fae 
| e. : 
} ’ i 
Po “e's *s - 
‘ 
7 ns C2 
ge 
i 2 
* : # 
| eagle :; 
: Sul oy Fe 
}. eC S 
* oe ee 
pe Rad xe: 
ide 2 ‘ aE a a ee 
ed % > - . ee ates = 
Smee es kittie > oa Gis " | SS ne.) ae Apehioeee A | Seen th eae Byala geal, © oes ke oe 
aca ae ila bat 5 ae at = ‘) i 0UC«C oe Pe SR et? a sean SE SS Ge eee a 
Pa Wer gee a 5 ‘oh 1) es. aie! | GR ioe GAR tierce | eee Mee re ty 


7 


ha aie ie: 
5 - 
= 


ONO! See 


a ame = 
ae a A el 


pestis 


Ad Bureau Issues 


Outline on How to 
Sell RetailLinage | 


New York, March 7—A blue-} 
print for selling retail linage—} 
adaptable to any type account— 
has been issued by the Bureau of 
Advertising, American Newspaper 
Publishers Assn 

The new promotion is designed 
to guide newspapers and retailers 
in getting top sales from their ad- 
vertising planning. The outline is 
arranged so it may be tailored to 
any size or type retail account by 
any newspaper, regardless of its 
circulation, market characteristics 
or extent of its promotion facili- 
ties 

Created by a committee of the 
National Newspaper Publishers 
Assn. and sponsored by the News- 
paper Advertising Executives 
Assn., the outline is titled “Sell- 
ing Retail Advertising by Plan.” 
It runs nearly 150 pages and is 
based a presentation made in 
January at the NAEA convention 
in Chicago 


on 


®@ The outline features 

1. An illustrated sample presen- 
tation adaptable for local use. 

2. Instructions on how a news- 
paper can prepare its own presen- | 


; ™ tation 


3. A list of sources for required 
@ocal facts and figures, and in- 
Btructions how to obtain and 
Bse the sources 

4. Suggested art work which 
@an be duplicated and localized 
' A sample presentation, built! 
@round a mythical city and its 
Gewspaper, shows a local retaile: 
@ women’s apparel how he can 

crease his share of the market 

planned promotion 

Copies of the outline have been 

ailed by the bureau to more than | 

200 newspapers—all of them 
Members of three groups coopera- 
@nz in.the promotion help. Copies | 
@so have gone to newspaper ad- 
Vertising representatives 


on 


ABC Gets ‘Corliss Archer’ 
“Meet Corliss Archer,” former- 
ly heard over the Columbia Broad- 
sting System radio network, 
iain, 9-9:30 p.m., EST, wil! 
Move to American Broadcasting 
»., April 6. It will be heard Sun- 
ys, 7:15-7:45 p.m., EST. Elec- 
@Wic Companies Advertising Pro- 
gram will continue to sponsor the 
show through N. W. Ayer & Son 


GEORGE MOSLEY, 
just how light 

is the crown 

atop your famous 7? 


Easy and very light, we'd say, 


judging from 7 Crown sales 
figures! } 


We're Mr. Mosley, 


that the major share of your 


pleased, 


Cincinnati newspaper adver- 
tising comes to the Times-Star, 
the one daily that gives best 
coverage of the concentrated 
Cincinnati market, where 48 
percent of Ohio's District A 
liquor sales are made 


Advertising by Seagram 7 
Crown—and other leading 
distillers — last year helped 
the Times-Star extend its ad- 
vertising leadership reign to 
44 consecutive years. Long 
live the king! In Cincinnati, 
it’s the Times-Star! 


Three Name Kameny Agency 


Seymour Kameny Associates, 


| New York, has been appointed ad- 
| vertising agency by JimKnit Co., 


manufacturer of Prak-Tis athletic 
training aids; Matthew Paskow 
Co., lamp manufacturer, and Harry 
Ross, scientific and experimental 
equipment mail order house 


Appoints Rumrill & Co. 

The Community 
Rochester, N ’. has appointed 
Charles L. Rumrill & Co. to handle 
its advertising 


Savings Bank, | 


Newspapers Are Target 
of New BAB Booklet 

The Broadcast Advertising Bu- 
reau, New York, has trained its 
guns on newspapers again. A new 
booklet entitled “Newspaper Ad- 
vertising Readership’ has been 
distributed to members. BAB said 
the booklet includes “facts and 
charts showing the high percent- 
ages of newspaper readers who do 
not read a single word of the ad- 
vertisements carried in the paper.” 

Data are based on reports of the 
American Research Foundation 


and Daniel Starch & Staff. Infor- 
mation presented covers national, 
classified, department store and 
amusement advertising. Reader- 
ship breakdowns are given for 
various size ads aid product cate- 
gories. 


Bourjois Elects Bell 

Hugo L. Bell, formerly execu- 
tive v.p. and general manager of 
Bourjois Inc., New York, and 
Barbara Gould Inc., New York, 
has been elected president. He 
succeeds Norman Dahl, who re- 
tired last June 


Advertising Age, March 


| Shrout Adds Account 


International Staple 
|chine Co., Herrin, IIL, 
retractable 
ment, 


10, 1952 


and Ma- 
maker of 
anvil stapling equip- 
has appointed Shrout As- 


sociates, Chicago, to direct its ad- 


vertising. Business 
;motion pictures and 
will be used. 


publications, 
direct mail 


| Adleta Co. Names Agency 
Adleta Co., Dallas distributor of 


the RCA Victor line 


pointed Tracy-Locke Co., 


to direct its advertising. 


has ap- 
Dallas, 


go out and buy Woman’s Day 


Seana 
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Couche Manages Production | Two Appoint Robert Orr 


George Couche, formerly adver-| American 
tising manager of Harper-Megee | writers Corp. and American Inter- 
Inc., Seattle appliance distributor, | national Marine Agency have ap- 
has been appointed production! pointed Robert W. Orr & Associ- 
manager of Frederick E. Baker &| ates, New York, to direct adver- 
Associates, Seattle agency. tising. Parker-Allston Associates 

| is listed as the previous agency for 


Thomas’ Names Agency |the underwriters corporation. 


The Thomas’, Chicago hair and | . 
scalp specialist, has the Hir- PR Assn. Meets in Cleveland 
shon-Garfield, New York, to han- The American College Public 
dle its advertising. The company | Relations Assn. will hold its 36th 
previously was a direct advertiser.| annual convention at the Hotel 
Newspapers will be used. Carter in Cleveland, April_16-18. 


International Under- | 


|Issues Rate & Data Book Director Gets Show 

E. H. Brown Advertising, Chi-| Murray Director Associates, 
cago, has issued the 1952 edition of | New York, will handle the 1952 
its “Advertisers Rate & Data| International Motor Sports Show 
Guide,” which carries rates and|at Grand Central Palace, New 
other pertinent data for magazines| York, March 29-April 6. Adver- 
and newspapers. A copy may be|tising will apnear in New York 
had free of charge by writing the} newspapers, and on radio and TV. 
agency at 20 N. Wacker Dr. | A poster campaign wili be used in 

|subways and railroad stations 


Mulgrew Joins Ivan Hill Inc. 
Tom Mulgrew, formerly with! Journal’ Increases Rate 

| Foote, Cone & Belding, Chicago,,; The Journal, Rapid City, S. D., 

| has joined Ivan Hill Inc., Chicago| has increased its agate line rate 

| agency, in an executive capacity.|from 1ll¢ to 12¢, effective July 1. 


than any other magazine in the world* 


*3,794,000 average 195] single-copy sales per issue... the world’s 


| 


ad | 


| 


Womans Da® 


| 
| 
j 


| 
| 


largest single-copy circulation. On sale at all A&P stores. 


| of the streets (including tele 
j}and lamp posts) for adver 
| and will have to be repealed i 
| proposal is to be accepted. A 


|has promoted Herbert G. Sch 


BAB Reports Rise 


| 


of Magazine Rates 


| 

New York, March 4-—The 
Broadcast Advertising Bureau, 
which is engaged in stiffening the 
bending radio rate line, has racked 
up some startling comparisons. 

The target is magazines. BAB 
| lists ten magazines, showing the 
difference between 1952 and 1951 
rates. It then compares circulation 
changes, based on publishers’ ir - 
terim statements for the first nine 
months of 1951 and 1950 

Here’s what the table shows: 

Rate Circulation 


Change a 

ee 19%, —1% 
The Saturday Evening Pos’ +22% —1% 

eenee sks 29%, +2% 
Collier's .... +17% no change 
McCall's ... +25% +6% 
Ladies’ Home Journal +10% —2% 
Good Housekeepi 13%* +2%* 
Woman's Home Companion +27% —1% 
Woman's Day 27%* =+3%* 
Better Homes & Gardens.... +11% +3% 


* First 6 months, both years. 

The table, indicating the aggres- 
sive trend of BAB’s new drive, is 
the work of Kevin Sweeney, v.p 
for promotion and sales. 


Ad-O-Meter Corp. Submits 
$40,000 Contract to Denver 


| Ad-O-Meter Corp., Ferndale, 


Mich., has submitted a five-year, 
$40,000 contract proposal to Den- 
ver city officials for use of park- 
ing meters for advertising space 
The city council will consider the 


| proposal soon. 


A city ordinance prohibits}use 


Meter expects to be able to 
space on half a million mete 
the U.S. by June 


Promotes Herbert Schaefe 
The St. Louis Globe-Dem 


from assistant manager to ma 
of the classified advertising) de- 
partment. He succeeds T nk 
James Jr., who has been prompted 
to retail advertising manage®, 


Pacific Citrus Direc 
_ 


r 


C. F. Sympson has been elected a di 
rector of Pacific Citrus Product« Com 
pany, Fullerton, Calif. Mr. Sympson, a 
vice-president of the company, is one 
of the 376,330 regular reader of The 
Wall Street Journal. 
With Firm 5 Years 

Mr. Sympson came to Pacifie Citru- 
Products in 1947, after a career with 
General Electric Appliance Sales Divi 
sion and Apex Electrical Manufactur 
ing Company of Cleveland. Each work 
ing day, exes atives like Mr. Sympson 
make importunt business decisions (in 
cluding buying decisions) with the 
help of information they derive from 
regular readership of The Wall Street 
Journal. 

Cover Most of U. 8. 

Twelve years old, Pacifie Citru- 
Products has established markets for 
its fruit bases, chiefly Hawaiian Puneh, 
in the western, middle-western and 
southern states, and_as far east as Pitt 
burgh. Mr. Sympson’s readership of 
The Journal is representative of the 
penetration Journal advertising get- 
throughout the entire U.S. merchan 
dising system —from manufacturer to 
distributor to retailer to consumer 
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Kittrell Joins Katz Agency 


David Kittrell, formerly director 
of media research for Crook Ad- 


vertising, Dallas, has been ap- 
pointed sales representative for 
Katz Agency, newspaper repre- 


sentative, in Dallas. 

Antonelli to Greenfield Inc. 
Antonelli Inc., Philadelphia 

photo-color’ laboratory, has ap- 

pointed Ernest William Greenfield 

Advertising, Philadelphia, to di- 

rect advertising 


its 


Alliance Review 


Ashland Times-Gazette 


Ashtabula Star-Beacon 


Athens Messenger 


: Bellefontaine Examiner 


Bellevue Gorette 


Celina Standard 

Chillicothe Gazette 
Circleville Herald 
Coshocton Tribune 


Delaware Garette 


wees a 


Geneva Feee Press 


Ironton Tribune 


AO cp oo gramena 


logan News 
Marietta Times 
Marion Stor 


Martins Ferry Times-Le eter 


Marysville Tribune 


Middletown Journal 


Mt 


Vernon News 


Bowling Green Sentinel-Tribune 
Bucyrus Telegraph-Forum 


Cambridge Jeffersonian 


Conneaut News-Herald 


East Liverpool Review 
‘£lyria Chronicle-Telegram 
Findlay Republican-Courier 
Fostoria Review-Times 
Fremont News-Messenger 


Hamilton Journal News 


Kenton News-Repubtican 
Lancaster Eegle-Garette: _ 


McKelvy Names Lee, Dow 


B. H. Lee has been appointed 
v.p. in charge of sales for Alfred 
D. McKelvy Co., New York, mak- | 
er of Seaforth men’s toiletries. Mr. 
Lee has been with the company 


of production and product devel- 


\NBBB Issues Guide 


on Ad Copy Using 


Geographical Names 


since 1936, most recently in charge | 


opment Henry O. Dow, who! 
joined McKelvy recently from 
Personal Products Co., Milltown, 


N. J., has been named to the new- 
ly created post of field sales man- 
ager 


New York, March 4—A guide to 
the proper use of geographical 
names in advertising has just been 
published by the National Better 
Business Bureau 

The new report cites Federal 
Trade Commission rulings on a 
number of products including food, 
fabrics, wearing apparel, cigars, 
beer, motor oil, furniture, per- 


fumes and lace to support the fol- 


lowing recommendations: 

“1. Geographical names may be 
properly used to describe mer- 
chandise which originates in the 
area named, or where the term 
has acquired a generic meaning. 


“2. Geographical names, proper- 


ly qualified, may be applied to 
merchandise parts or ingredients 
of which originate in the area 


named, provided the place of man- 
ufacture is also revealed; or to de- 
scribe types, designs, patterns, etc 


UP FRONT—To 
Commission 
Pepsi-Cola, 


crown ore 


(from left) 


Dossin; Joe E. Wellman, v.p., 


use more advertising space on 
now has a contract with Dossin’s Food Products, 
to carry this 30” Pepsi-Cola crown on bus fronts. 
lawrence J. Michelson, 
Transportation Advertising Co.; 


its buses, Detroit Street Railways 
Detroit bottler of 
Looking over the 
Simons-Michelson Co., agency for 


Walter J. Dossin, 


president of the bottling company, and Jill Hollingsworth, Miss DSR for February. 


“3. Geographical names should | 
not be used to describe merchan-| 


dise which does not originate, in 


whole or in part, or is not a type 


OHIO SELECT LIST S 


Newark Advocate 


New Philadelphia Times 


Painesville 
Piqua Call 


Portsmouth Times 


Ravenna-Kent Record 


Salem News 
Sidney News 


Tiffin Advertiser-Tribune 


Troy News 


Uhrichsville Chronicle 


Urbana Citizen 


Van Wert Times-Bulletin 


Telegraph 


Warren Tribune Chronicle 
Washington C. NH. Record-Herald 
Wilmington News-Journal 


Wooster Record 
Xenia Garette 


Zanesville Times-Recorder & Signal 


it takes 


to do a job 


Ohio is the 5th largest market in the United 


States... 


Tennessee, 


politan papers on your list, 
sales in such important states as Kentucky, 
Oklahoma and Kansas. Retail sales 
in the area covered by Ohio's home-town dailies 
exceeds that of 34 states. And these sales are where 
good distribution and dealer organizations mean 
excellent service to the consumer and rapid turn- 
over. WRITE, PHONE OR WIRE AND ASK THE 
OHIO SELECT LIST MAN TO CALL AND EX- 

; PLAIN THE EASY “ONE ORDER-ONE CHECK" WAY 


if you reach it all! Retail sales total 
$6,622,697,000.* The important part from 

cities and towns of less than 100,000 
population, beyond the influence of metro- 


exceeds retail 


OF COVERING OHIO. 


t—Survey of Buying Power 


*Sales =] 


manufactured, in the designated 


area, 


® “For example,” the report says, 
“according to FTC rulings in spe- 
|eific cases, ‘English broadcloth’ 
may be properly applied only to 
| broadcloth made in England. ‘Brit- 
;ish bath soap’ means bath soap 
manufactured in England. ‘Irish 
| lace’ means lace made in Ireland. 

“There is a public demand and 
| preference for the products of cer- 
tain geographic areas and the use 
| of geographic designations in a de- 
ceptive manner is misleading to 
consumers.” 

There are cases, however, the 
| bureau points out, “where a geo- 
| graphical term applied to a partic- 
ular type of product has acquired 
|} a generic significance and may be 


properly used without reference to 
| the origin of the merchandise. 


s “For example, through long us- 
age, the term ‘Swiss cheese’ is as- 
sociated in the public mind with 


| a type of cheese of domestic manu- 


|} ish pastry’ 


|claimed for certain fur 


facture. The public does not ex- 
pect ‘Venetian blinds’ to be made 
in Venice, or a ‘Derby hat’ to be 
made in that English city, or ‘Dan- 
to be made in Den- 
mark, or an ‘Ascot tie’ to come 
from England. 

“Generic significance has been 
names, 


| such as Persian lamb. It is worth 


| noting, however,” 


the bureau ob- 
serves, “that the Fur Products 
Labeling Act provides that in the 


|}ease of names connoting a geo- 


| rectory” 


graphical origin or significance 
other than the true country or 
place or origin of the animal, FTC 
may require qualification of the 
name to prevent confusion or de- 
ception.” 


PRINTS DIRECTORY 


OF BRITISH PRESS 


Lonpbon, March 4—The 1952 edi- 
tion of “The Newspaper Press Di- 
has been published by 
Benn Brothers Ltd, The price is 
two guineas ($5.88). 

The directory contains data on 
the British and overseas press, in- 
cluding details of 165 daily and 
Sunday newspapers, 1,376 week- 
lies, 3,809 periodicals, 1,040 direc- 
tories and yearbooks and 8,671 


| overseas publications. 


| Offers TV Show for Tots 


Snader Telescriptions Sales, Los 
Angeles, is offering 39 episodes of 
“Kid Magic,” a 15-minute, once- 


| weekly children’s show. The show, 


a combination of fantasy and sci- 


| ence fiction, is produced by Alad- 


din Television Productions, Los 
Angeles. 

JUST ASK FOR MARIE: 

=. WAbash 2-8655 and ask for 


Marie Maize on — next multi- 
graph, mimeogra 


Deny or 
uic. pick-up and de- 


mailing job. 

livery, fast accurate work, plenty 
of experienced rsonnel, 

always - line. LETTER SHOP, 
Inc 1 S. Dearborn St., Chicago 5. 
(Now in our 23rd successful year ») 
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Get in step with NBC Pacific Coast Net- 
work. NBC reaches 83.5% of all radio 
homes in the Far West. That means a 
bigger part of America’s fastest grow- 
ing market for you! 


Are you getting your full share of the golden 
stream flowing from the Pacific Coast? Day or 
night NBC Pacific Network takes your sales 
message into more homes than any other net- 
work serving this area. 


And 98° of all Pacific Coast families have 
radios in their homes! 

More than 11°° of the national buying in- 
come is on the Pacifie Coast... and it’s getting 
bigger. Get your sales story to the greatest 
number of these potential customers over NBC 
Pacific Coast Network. 

NBC costs per thousand are lower than those 
of any other network serving the Far West! 

For complete details consult your nearest 


NBC Sales Office today. 


NATIONAL BROADCASTING COMPANY 


A Division of Radio Corporation of America 
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G ] Mills | Cuan ive Sitar a Ed Burgeson Heads BotA 
: enera Charles Comiskey, formerly v.p.| we «- Retail Dept., Smith Moves Up 

| of the Chicago White Sox baseball See at Sie & 

C t C ll — join we Broadcast- PP onl at SS ae 

1 ing System in Dallas as v.p. in| dvertis sales ana ne 

mm Lontest Lalls [charge of sports, Mr. Comiskey re-| or ge ERS 

i | signed from the White Sox in Jan-| edinon, sh be n r d 

. | uary, claiming the board of direc- | nead o e retai epartment o 
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for No Boxtops 


MINNEAPOLIS, March 6—No box- 


tops, not even reasonable facsim- | 


iles thereof, are needed to enter 
a unique new General Mills con- 
test backing Cheerios 

The contest will run from March | 
24 to Apri! 21. It’s a public service | 
campaign built around the theme | 
that “America is great.” All a 
youth (born after April 21, 1935) | 
must do is send in a 50-word essay | 
telling why America is great 

The Cheerios package has been 
redesigned to help entrants write 
their essays. A series of ten pack- 
ages will carry selections of short 
statements on the American way | 
of life 


@ Geogsal Mills’ grand prize is a 
$4,000 college scholarship. The 
winner and 24 runners-up will get 
air tours by American Airlines to 
various centers of “America’s 
greatness.” Each of the 25 can take 
along one parent, one school teach- 
er and one grocer. There are 1,100 
other prizes. GM can't say what 

total value of prizes is because 
itMoesn’t vet know what the air 
t s will cost 

adio and television contest an- 
ne@Mncements will begin March 24 
ome The Lone Ranger” shows and 
settionally on radio. Bew ads will 


r in Scholastic Magazines in 
po On April 6 and 13, color 
pages wil! appear in Metropolitan 
Sutidas Comics Group, Puck—The 
Comic Weekly and some independ- 
e ewspaper comics supplements 
mpany executives decided to 
diggense with the usual boxtop re- 
sment because of the public 
ce nature of the campaign 
, it was felt that more young 
le would enter if no boxtops | 
required. Materials have 


hnson & Johnson Internationa! 


tors had refused his demand for! 
|a salary hike and a guarantee of | 
tenure. Just prior to his announce- 
;ment that he would join Liberty, | 
Mrs. Grace Comiskey, his mother | 
jand also president of the White! 
| Sox, had said he would rejoin the| 
| club | 
Publisher Quits Business 

Phelps Publishing Co., Spring-| 
field, Mass., is going out of busi- 
ness July 1. The company gave 
rising costs as the reason for the 
action. Phelps publishes Catholic} 


+Mirror, National Grange Month} 


and New England Homestead,| 
among other publications. 


WABI Names Everett-McKinney | 


WABI, Bangor, Me. has ap-| Joins ‘Implement & Tractor’ 


pointed Everett-McKinney its na-| 
tional representative. | 


OFF TH ERS APVAMTEOES OF Coven Hui) Beet OF CuEEEE raem 0o8 


OF THUS OOEAT Laem AY SPORES FROM CoasT 1O Loner 


DURENE DRIVE—A comprehensive store kit is going out to retailers to supplement 
this full-color spread in Life, May 5, by the Durene Assn. of America to highlight 


all categories of merchandise bearing the Durene 


label. McConn-Erickson, New 
the agency. 


Farmer, has joined the advertis- 


Stan Osborn, formerly with the|ing department of Implement & 


advertising staff of 


Nebraska! Tractor, Kansas City. 


the Bureau of Advertising, Ameri- 
can Newspaper Publishers Assn 
The appointment is effective April 
1 


William W. Smith, who has been 
acting head of the BofA’s retail 
| work since last fall, moves up to 
the post of associate manager of 
sales development. 


_M-E Appoints Schaeffer 

Peter Schaeffer, formerly an ac- 
count executive with Robert W. 
Orr & Associates, New York, has 
joined McCann-Erickson, New 
York, as senior account executive 
assigned to drug products. 


| McKenzie to Grant Advertising 
| Donald E. McKenzie, formerly 
with Brooke, Smith, French & 
Dorrance, Detroit, has been ap- 
pointed production manager in the 
Detroit office of Grant Advertising. 


The road to ATLANTIC CITY... 


is 
through 


} 4) 

4 sent to educators to tell how o 

Ls it will be to enter the contest pews 

} ncer-Fitzgerald-Sample is the 4 

f cy see 
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§ Campaigns Below Rio Grande os 


i ivertising its baby oils, baby » oa gge"= : 
‘ @ ders and Band-Aid in “Su Sa EP Ok ge SY tee A nade 
§ ilia... y Usted,” the Spanish Gr itepla e <<04 


PE CEE pie Pg : 4 Ge a 3 
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on. 


“ad-editorial” column syndicated 
to Latin American newspapers 
rhe campaign is being handled by 
Young & Rubicam 


Direct Route to the Seashore 


Take a shortcut to sales in the “Playground of 
the World” through WFIL-adelphia. It’s the 
fastest way to reach a city with 12 million 
visitors who spend $121 million a year at 


retail, including $38 million in hotels alone. 


Here, too, is a permanent radio-home popula- 
ae tion of 68,640. For your summer radio cam- 
paign, remember .. . hordes of shoppers who 
buy in Philadelphia live or relax in Atlantic 


City and nearby resorts ... and in this area of 


When is 5,000 watts more than 5.000 watts? 
When it's first on the dial! Operating at 560 
kidlocycles, WFIL's 5,000 watts provide Coverage 
equal to twenty ames the power at double the 
trequency 100,000 warts at 1120 kilocycles 


wealth and free spending WFIL outpulls sta- 


Room 280 * 
Insurance Building 


JOHN BLAIR & CO., Representatives — 


tions 10 times more powerful. 
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McCann-Erickson Promotes 
Seven of Its Executives 

McCann-Erickson has promoted 
seven of its executives, Thomas H. 
Lane, v.p. in charge of radio and 
TV, has been elected to the board 
and becomes senior service divi- 
sion manager. Alfred J. Scalpone, 
v.p., will coordinate radio and TV 
activities in all domestic and over- 
seas offices. 

Leonard F. Erickson, v.p., be- 
comes head of radio and TV in 
New York. Hendrik Booraem has! 
been named v.p. and manager of 
the new program development in 
radio and TV. J. Neil Reagan, 
Hollywood office manager, has} 
been appointed a v.p. William C.} 
Dekker, v.p., will coordinate all} 
media activity. John J. Flanagan, | 
v.p., has become a manager of the | 
combined media department. 


Wilten Gets Accent Account | 

Marjorie Wilten Advertising, 
Clayton, Mo., has been appointed | 
to direct advertising for the Ac-| 
cent shoe division of International | 
Shoe Co., St. Louis. Previously, | 


Olian Advertising, St. Louis, han-| Harold Kirsch Co. Moves 


dled the account. 


GOOD NEIGHBORS—Newsweek Publisher Theodore F. Mueller, one of 11 Ameri- 

can newspaper editors and publishers who recently completed a ten-day inspection 

tour of Central America at the invitation of United Fruit Co., looks on as United 

Press Associates’ day manager, Gene Gillette (left), meets President Juan Manvel 
Galvez of Honduras. 


| agency, will move to new quarters 


Harold Kirsch Co., St. Louis! in the Delaire Bldg. on March 15. 


a 
39 


Magazine Publishers Will Donate Space to 
Savings Bonds Program for Seventh Year 


WASHINGTON, March 6—Maga- 
zine Publishers of America an- 
nounced today that it will con- 
tinue to support the Defense Sav- 
ings Bonds program. This will 
make the seventh consecutive year 
that its members have donated 
| space to the program. 

At present the Treasury receives 
free space in periodicals with a 
| total circulation in excess of 150,- 
000,000. Contributions of the maga- 
|zine industry since September, 
| 1946, could be conservatively esti- 
{mated at $64,000,000, Elihu E. 
Harris said. Mr. Harris is director 
of advertising and promotion for 
the Treasury Department. 


® Secretary of the Treasury John 
Snyder and Dr. John R. Steelman, 
assistant to President Truman, met 
with magazine publishers here to- 
day. Secretary Snyder presented 
{the Treasury’s new silver volun- 


HAROLD E. BAGGS, Hore! Executive — 
This WFIL fan is general manager of the 
Traymore, one of Atlantic City’s 341 ho 
tels. [t's but an overnight train ride (or less 
to the shore for 90,000,000 Americans 


...WFIL — Philadelphia’s 
“14-County Salesman” 


Atlantic City and the thriving seashore resorts 
are just a few of the 147 rich urban zones in 
the 14-county Philadelphia Retail Trading 
Area best reached by WFIL. Your message 
can be heard loud and clear by more than 
4,400,000 people with buying power of 
$6,981,101,000 in this vast market. Listening, 
too, are millions more in the huge bonus area 
beyond. Total coverage: a zone with more 
than $9 billion in buying power. You're first 
in America’s Third Market when 
you schedule WFIL. 


on the dial 
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MRS. F. BERGE, Specialty Shop Buyer — 
She buys cosmetics and hosiery for Hom- 


Represented by 


berger's, one of the city’s 235 apparel b il ‘ 
stores which sell $15,678,000 worth of Ms. Cramer busy a6 yes 
goodsa year. She'sa regular WFIL listener 


and All of America ’5 3*¢ Market 


ALBERT N. CRAMER, Building Contractor 
In a town with 23,000 guest rooms, re 
pairs and new construction keep men like 


Like many 


residents he listens regularly to WFII 


The Philadelphia 
Inquirer Station: 


THE KATZ AGENCY 


teers medal to members of the 
Magazine Publishers committee. 
Medals also were awarded to vol- 
unteers who developed the pro- 


gram through the Advertising 
Council. 

In addition to Raymond B 
Bowen of The New Yorker, the 


following committee members re- 
ceived the new medal: Albert E 
Winger (Crowell-Collier); Ber- 
nard Barnes (Time); Frank 
Braucher (Magazine Advertising 
Bureau); Arch Crawford (National 
Assn. of Magazine Publishers); 
John R. Buckley (Hearst Publica- 
tions); William B. Carr (Me- 
Call’s); Malcolm Delacorte (Dell): 
Arthur W. Kohler (Curtis); O. G 
Schaefer (Meredith), and Chester 
Van Tassel (Conde Nast). 


® Secretary Snyder also awarded 
the medal to the following mem- 
bers of the Advertising Council 
who were present: Fairfax M 


Cone, chairman of the board of 
the council and president of Foote 
|Cone & Belding (FC&B prepares 
the bond advertising, also as a 
public service donation) ; Theodore 
S. Repplier, president of the coun- 
icil; Thomas H. Young, volunteer 
|coordinator; Henry C. Wehde, 
campaign manager; Eugene J. 
Garvy, FC&B Treasury account 
executive, and John M. Rolfe, 
Treasury copy director at the 
agency. 

Government liaison 


with the 
| Advertising Council was repres 
|}sented by Charles Jackson an 
Spencer R. Quick, assistants ; 
| Dr. Steelman. 
| Representing the U.S. Savings 
|Bonds division were Vernon 
| Clark, national director; Bill Me 
| Donald and Elihu E. Harris, ag 
| sistant national directors; Merrifl 
|Predmore and Philip M. Lighf, 
| acting assistant national directorg, 
|and John Koepf, Edmund J. Ling 
| han and Jacob Mogelever, all of 
|the advertising and promotigh 
| branch. 


omer 


| Moehren Joins Ellington & col 
Walter A. Moehren, former 
| senior associate and account eg 
ecutive of Lloyd H. Hall Co., New 
York market research ae 

W 


tion, has been appointed resear¢ 
associate of Ellington & Co., Ne 
York agency. 


THIS MAN 
IS READY 
TO WORK 
FOR YOU! 


You have never met this man. You prob- 
ably never will. Yet he is ready and will 
ing to go to work for you to sell your 
product or service entirely at his own ex 
pense. He is typical of thousands of direct 
to-consumer ealapeonio all over America 
including vast numbers of women_ too 
They are experienced and sales wise. They 
live among the customers they serve. They 
are ready to push doorbells and make per 
sonal calls and demonstrations to the very 
ople you consider = best prospects 
heir contact with the home office is almost 
entirely by maii 
The direct selling field is big, important, 
a seven billion dollar industry. Yet even 
the most modest firm can enter and serve 
nationc! distribution remarkably fast and 
with astonishingly small sales cost 
One corr: has comet the inde- 
1 for the pust 26 
| years. . “SPPORTUNITY. ‘MAGAZINE. Di 
rect salespeople read OPPORTUNITY and 
act upon the offers made in its columns 
The merchandising department of OP 
| PORTUNITY headed up by long-experi 
|enced Barney Kingston will help you 
analyze your product for direct selling 
possibilities ... and help you also in copy 
reparation, planning and follow through 
Write today, in detail, and let us tell you 
about this OPPORTUNITY service that is 
yours without cost or obligation 


OPPORTUNITY 
MAGAZINE 


Dept. A109. 28 E. jackson Bivd.. Chicago 4, Iilineis 
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Voted | most useful | magazine by group after group 


of America’s most outstanding men 


Voted 


Voted 


Votea 


| most useful _ by the men of outstanding business achievement. 


Poll of all U. S. names listed in 1951 ‘‘Who’s Who In Commerce & Industry.” 


by the men who run America’s railroads. 


Poll of administrative, traffic and operating executives of U. S. Class I railroads. 


| most useful by the men who know markets best. 


Poll of heads and media directors of advertising agencies billing more than $1 million. 


| lass News Magazine | 


: 

| . 
by men who head America’s most aggressive companies, 
; 

i 


Voted 
Voted 
Voted 


Voted 


magazine 


Poll of management, operating, and sales heads of the leading 100 national advertisers. 


| most useful by the men who know important news best. 


Poll of editors of all daily newspapers in cities of 25,000 and over. 


by the men of official Washington. 


Poll of Government and legislative officials in Washington, D. C. 


| most useful | by the men who direct the nation’s labor unions. 


Poll of those listed in ‘‘Directory of Labor Unions.” 


Each of these “‘first choice” awards, among all six news and management 

magazines, measures coverage—yes. But equally important, they measure authority and 
respect. They reveal preferred readership at all levels of a major segment 

of American business and industry—the ideal climate for advertising to important 
high-income people in the nation’s important companies and organizations. 


FIRST IN ADVERTISING GROWTH 
e ° CWS 1951 Revenue Gain 53% Over 1950; Greatest in Its Field 


FIRST IN CIRCULATION GROWTH 


& World Report J iss: rin 6 mouse ABC Gain 299 Over 1950 


Greatest in Its Field 
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Rambo Appointed Sales Head 
Joseph S. Rambo has been ap-| 


Adam Schaidt Brewing Co., Nor-| 
ristown, Pa 


WOW-TV Appoints Two 
Larson, sales representative 
pointed general sales manager of|for WOW and WOW-TV, Omaha, 


Al 


has 


been 


promoted 


to regional 


brewer of Valley| sales manager of WOW-TV. Bob 


Forge beer, Rams Head ale and|Seitzer, formerly publicity direc- 


Prior beer 
Greenfield, who is retiring. 


He succeeds O. H.|tor of KMTV, Omaha, has been 
lappointed promotion manager. 


Sherman Bowles 


Dies; Published 


STANOING 


ing, 60 
siTTinge 


A. 


fussing with gadgets. 


TEE Sates Toots, Vue. 


... witha Desplagmacter 


A Ring Binder that STANDS, SITS or LIES FLAT 


At a flip of the fingers, it becomes a hard-hitting sales tool 
Dispiaymaster props up at a 30° angle when prospect is stand 
when prospect is sitting. This better vision means 
better presentations. Sets up and takes down in a flash; no 
Also 100s of Other items! 


SEND FOR FREE FOLDER 
1702 W. WASHINGTON BLVD 
CHICAGO 12, ILLINOIS 


Springfield Papers 

SPRINGFIELD, Mass., March 4— 
Sherman Bowles, publisher of the 
Union, News and Sunday Republi- 
can here, and a multi-millionaire 
industrialist, died in New York 
yesterday. He was 61. 

Mr. Bowles went to New York 
last Thursday and suffered a heart 
attack while visiting friends. After | 
treatment by a physician, he re-| 
turned to his apartment. He was) 
later found dead in the apartment, | 
apparently victim of another heart | 
attack. 

Mr. Bowles came from a long} 
line of Springfield newspaper men. | 
They included three Sam Bowles, 
who ran the Springfield Republi- | 
can, and other publications, from | 
1797 to 1919, when Sherman) 
Bowles took over. He was a cousin | 
of Chester Bowles, co-founder of 
Benton & Bowles and now U.S.| 
ambassador to India 


| delphia Public Ledger 


Mr. Bowles was business man- 


lager of the Harvard Crimsen at 


college. He worked for the Re- 
publican a while, then in the cir- 
culatien department of the Phila- 
for two 
years. He returned to Springfield, 
working on the News before serv- 
ing in the Marine Corps in World 
War I. 


e After the war he took over ac- 
tive management of the Spring- 
field papers. In 1946, in Septem- 
ber, a strike by three AFL craft 
unions and the CIO newspaper 
guild closed the papers. The city 
was without a paper for 144 days. 
The News resumed first, but the 


| Union and Republican did not re- 


appear for a year. 


Although Mr. Bowles trans- 
ferred his stock interests to an 
employes’ benefit fund several 


years ago, he continued to exer- 
cise control as financial adviser. 

Reportedly worth $34,000,000, 
Mr. Bowles’ financial interests 
were varied. He held controlling 
interest in Longchamps restau- 


. More prosperous. 


Phil Provost is a quality control inspector at the 
Martin Company. He is helping to make Balti- 
more bigger and richer. Phil is one of 22,000 
Martin employees. He is part of a $92,000,000 
payroll (that's nearly triple the 1949 payroll of 
$31,000,000 to 8,700 workers). And Martin's 


. . spread over 


big operation contributes only a portion to big- 
ger, richer Baltimore's new spending power! 


Baltimore's excellently diversified, steadily active 
industry makes the Nation's 6th largest city 
more important than ever. SELL Baltimore . . . 
advertise to Baltimore's largest evening and Sun- 
day circulation—The News-Post and American. 


Big, bustling Baltimore is a booming industrial \ q . 
center of many different industries. The great , 
j Glenn L. Martin plant is here . 
a thousand acres of land. Martin builds aircraft, 
guided missiles and electronic equipment. And 
their backlog of orders now totals more than 
$400,000,000! Martin's is another important 
Baltimore industry that is making the city bigger 


Phil Provost 
and 


Build A 


Bigger, ‘icher 


We 
ra: 


uy 


The Martin Company 


Largest Evening and Sunday 
Circulation in Baltimore 


Baltimore News-Post 
ad American 


Represented Nationally by Hearst Advertising Service 


Advertising Age, March 10, 1952 


rants here; Atlas Tack Corp., 
| Fairhaven, Mass.; Exchange Buffet 
| restaurant chain in New York and 
other cities; Alliance Mfg. Co., and 
other enterprises. 

He was reportedly associated 
with John Fox, formerly a Boston 
financier now living in Fairfield, 
Conn., in a recent bid for control 
of Western Union Telegraph Co. 


GERALD B. WILLIAMS 
DunkirRK, N. Y., March 4—Ger- 
ald B. Williams, 81, president of 
Dunkirk Printing Co., publisher 
of the Dunkirk Evening-Observer, 
died yesterday. He retired from 
active business five years ago. 


MRS. BLANCHE S. BAYRD 

MALDEN, Mass., March 5—Mrs. 
Blanche Simpson Bayrd, 77, owner 
and publisher of the Malden Eve- 
ning News, died Sunday at her 
home here. 

Mrs. Bayrd became publisher of 
the News after the death of her 
husband, Frank A. Bayrd, in 1940. 


FREDERICK A. MORLEY 

NORWALK, CONN., March 
Frederick A. Morley, 35, public 
relations executive, died Saturday 
at Norwalk Hospital from_ in- 
juries received earlier in the day 
in an auto accident. 

Mr. Morley, for the past eight 
years, had been public relations 
director of Jackson & Perkins Co., 
Newark, N. Y., rose grower. He 
previously had been associate edi- 
tor of House & Garden and nature 
editor of Life. 


ITALO A. MARTINO 
WoopsRIDGE, CONN., March 5— 
Italo A. Martino, 58, v.p. and chief 
engineer of Station WDRC, Hart- 
ford, Conn., died Sunday at his 
home here after a short illness. 
Mr. Martino joined WDRC in 
1923. During his career, he had 
taken an active part in the devel- 
opment of the station, and later in 
the development of FM radio 
WDRC was used in many early 
experiments with FM. The station 
ran the first commercially owned 
and operated FM unit in the U.S 


i 


JOHN L. EBAUGH 


BIRMINGHAM, ALA., March 4 
John Lynn Ebaugh, 83, former 
business manager of the New Or- 
leans Times-Picayune, died at his 
apartment here Friday. 

Mr. Ebaugh was business mana- 
ger of the Times-Picayune for the 
last five of 27 years during which 
he was connected with it. He later 
came to Birmingham and for a 
time was general manager of the 
Birmingham News. He retired 
about 18 years ago. 


ALBERT D. BOLENS 

Port WasHINncToNn, Wis., March 
4—Albert D. Bolens, 90, one of the 
oldest active publishers in the na- 
tion, died here Feb. 27 after a short 
illness. At the time of his death. 
Mr. Bolens was publisher of the 
Wisconsin Statesman. The month- 
ly devoted to public affairs was 
founded by his father. 

In 1891, Mr. Bolens was pub- 
lisher of the Daily Jou-nal, She- 
boygan, Wis. From 1895 to 1905 
and from 1924 to 1928 he pub- 


lished the Port Washington Star 


COUPON 
THE WEST 


AT LOW COST 
IN JUNE 


(Advertisement) 
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LEROY S. GALVIN 

Lima, O., March 4—Leroy S 
Galvin, 76, editor and publisher of 
the Lima News, died here Satur- 
day. As reporter, editor and pub- 
lisher, Mr. Galvin was active in 
newspaper and printing work here 
for more than 50 vears. 


CLIFFORD W. SKOGH 
ROCHESTER, MINN., March 4—} 
Clifford W. Skogh, 54, v.p. of 
Magill-Weinsheimer Co., Chicago | 
lithographer, died here Sunday. 


RUSSELL WHITE 

Contoocook, N. H., March 4— 
Russell White, 77, retired general 
manager and director of Lever} 
Bros. Co. when the company was 
located in Cambridge, Mass., died | 
here Feb. 28. He retired from Le- 
ver Bros. in 1936 


HENRY S. DENNISON 
FRAMINGHAM. Mass.. March 4— 
Henry Sturges Dennison, presi- 
dent of Dennison Mfg. Co. here, 
died suddenly on Feb. 29, four 


| CHARLES G. ABBEY 


days before his 75th birthday. jat work in peacetime and in the 
Mr. Dennison joined the com-| neat oS —. | 
‘ . - : |} sor 0 e Tilms 1S e auiona n- 
ee eee ren Saget dustrial Advertisers Assn. The 16- | 
, ‘ : : , . }mm sound-and-color films run 34 
tained the presidency of the firm. | minutes. A showing can be ar- 
Under his direction, the more than | yanged by writing Ewing W. Gra- 
100-year-old manufacturing con-| ham at the publisher's address, 111 
cern expanded into a network of} E. Delaware PI. 
national and international| 
branches and currently produces) Appointed Morey, Humm V. P. | 
more than 6,000 paper items. | Mrs. Janet Chatfield-Taylor, | 
| formerly an account executive with | 
Irving Serwer Advertising, New 
" . oe » op....| York, has been appointed a v.p./ 
‘ GENEVA, N. Y., March nes harles| with Morey, Sames & Jahostenan | 
G. Abbey, 72, retired advertising| Ney York. She will be associated 
manager of the Daily Times here, | with Mrs. Muriel Johnstone in the! 
died vesterday | | 


at his home. He} agency's women's division 
had been a newspaper advertising | 


| Salesman most of his life and re-|Olian Gets Meletio Account | 


tired from the Times six | The Golden Dipt division of | 
ago when he opened an advertis- | Meletio Sea Food Co., St. Louis, | 
ing agency for local merchants. | has appointed Olian Advertising, | 

St. Louis, to direct advertising and | 
Putman Releases Ad Film sales promotion of its Golden Dipt 
hack . ready-mixed breading. 

Putman Publishing Co., Chicago, | 
has released two films, “The Ra- . ’ ae 
dar of Selling” and “Epilogue,” to! Ferber Joins Esquire | 
colleges with courses on advertis-| Sam Ferber, last with Boy’s Life, | 
ing. The films present “the real-| has joined Esquire as promotion 


CHAIN REACTION—Carlo Kelly extends a welcome in behalf of Chicago to frozen 
food convention delegates. Here she pins a boutonniere on Howard C. Boerner 


(left), 


of Minute Maid Corp., and in turn receives a corsage 


I soles 9 


from Ambrose E. Stevens, Minute Maid v.p. 


life story of industrial advertising! manager | 


The Mew re Deir 


PRACTICAL 
UILDER 


“Leads Editoriolly” 


Final closing date for complete plates April 11 


Practical Builder 


5 South Wabash Avenue « Chicago 3, Illinois 


5 to 50 times better medium 


for your complete 
product story because: 


Di is the only practical reference source 


for builders and contractors. 
Dp s0% will use it for a solid year. 


D> constantly used by builders and 
contractors when they build, when they buy, 
when they plan and specify. 


® Used by 87,000 building men — the men who 
build 2 out of every 3 homes and apartments; 
who do two-thirds of the remodeling; who 
specify, buy and install the bulk of the building 


products used in the light construction field. 


The Cost? Less than Ic 
per page per copy; less than 
the cost of a mailing piece 
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Clarifies Thorobred-Tuxedo 
Agency Setup 

To the Editor: It was with great 
surprise that I turned to Page 3 of 
your Feb. 25 issue and read that 
“Thorobred Dog Food Co., Cin- 
cinnati, has added chlorophyll to 
its Thorobred and Tuxedo brands 
of dog food. Associated Advertis- 
ing Co. prepared the poster and 
other advertising.” 

To set the record straight, The 
Thorobred Co. Inc. (not Thorobred 
Dog Food Co.) manufactures and 
sells Thorobred dog food. Early & 
Daniel Co, (an entirely different 
organization whose salesmen com- 


pete with Thorobred in many 
areas) controls the Tuxedo brand 
name, which is applied to many 
types of poultry feed and animal 
feed (including dog food—or 


The Voice of the Advertiser 


This department is a reader's forum. Letters are welcome 


| basis rather than the man who lets} mistake 
| his wife pick for him a car which | happened on “a publication.” In 


“feed”—as the Early & Daniel Co.| men; all the more reason why the 
terms it). | Motor Trend award ad was a re- 
The advertising for the Early &| freshing bit of straight fact stick- 
Daniel Co. is handled by Keelor | ing up strikingly out of a chaos of 
& Stites Co. The advertising for | chrome-plated boloney. 
Thorobred Co. Inc. is handled by| Therefore, Mr. Creative Man, 
Assoeiated Advertising Agency | let’s have criticism where criticism 
Inc. All four companies are here | is due, ie., the gooey masses of 
in Cincinnati. | purple prose perpetrated in the 
You can see how your article|name of Cadillac or Buick. Or 
could lead to confusion and misun- have there been so many snob-ap- 
derstandings. | peal, phony-fact filled auto ads 
SAM MALCOLM Levy, — an honest ad is out of place 
President, Associated Adver- | in the field? 
tising Agency Inc., Cincinnati. | WILitiaM K. HERon, 
Our understanding is that Tux- | Ithaca, N. Y. 
edo feed is manufactured by Thor- 
obred for Early & Daniel. * - e 


|$2,000 Mistake Happened 
to a Catalog Mailing 


Refreshed by Chrysler's 
Motor Trend’ Award Ad To the Editor: In the Jan. 21 
To the Editor: The Creative | issue, Page 48, you have an article 
Man missed the point of Chrysler’s| by Kenneth B. Butler. If my in- 
Motor Trend award ad (AA, Feb.| terpretation of this article is cor- 
18). Obviously the ad was aimed) rect, it appears as if someone has 
at the man who selects his car on! made a serious mistake. 
a rational, measurable, mechanical} The article states this $2,000 
for additional postage 


will impress the neighbors and| 4}! fairness to the Post Office, there 
awe the peasants. And there are! is a law allowing a publication 
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What's the Pitch on Advertising Art? 

Two ‘Victims’ Air Their Views on Current Work 

By coincidence, AA received both of the following letters in the same 
mail. Both are from 47-year-old artists who express similar plaints 
|about advertising art in the U.S.—which they call unoriginal—and 
| the effect of the commercial art pattern on craftsmen who have worked 
for a “name” and have tried for a fresh slant as well as a living. 


To the Editor: No doubt many of To the Editor: The art of plagi- 
your readers are aware of the|arizing isn’t gentle. It’s rugged. I 
economic difficulties faced by the} speak from experiences as an ad- 
| so-called “fine” artist in this coun- | vertising artist in Chicago during 
| try. In contrast, the practical| the early part of my career. At 
|“commercial” artist is assumed to| that time I knew what it meant to 
|lead a relatively prosperous exis- | have an art director spread out a 
| tence. But to attain this prosperity | number of reproductions of an- 
| the commercial artist must at all| other artist’s work and say, “We 
}times follow the artistic “line’| want you to do something like 
\laid down by the advertiser and | this.” Meaning, of course, that he 
his agent. | wanted a deliberate theft commit- 

Back in 1926 I fell under the/ ted. 
spell of European poster art after| Before I had developed an art 
| seeing that fine series of 24-sheet personality of my own I did what 
| posters designed for Liggett &| hundreds had done before me, and 
|Myers Tobacco Co. by the late| are still doing today ...I followed 
|Ludwig Hohlwein—that great| orders. But the day was to come 
|German poster artist of Munich.| when I would have a style and 
What a contrast they were to the/| expression in art of my own. Then 
weak, insipid designs we are ac-|I felt the rugged aspects of the 
customed to seeing on our bill-| art of plagiarism. 
boards! It was in 1931 that I began! Distinctly I remember the re- 
the study of art in my spare time, | quests to imitate Rockwell Kent 
and from the start I determined | (I was an admirer of Kent). Dis- 
to specialize if possible, in poster|tinctly I remember retorting to 
design. I was much influenced by | the art salesman, “Tell them to get 
the brilliant designs that came out | Kent!” For several years I had to 
of Europe and I felt that there! work under the handicap of being 
ought to be a promising future in myself while trying to please an 


as Motor Trend’s growing circula-| (25% editorial content) 
tion testifies. | over 8 ounces at the same 10¢ per 

Of course the bulk of Chrysler’s | pound rate. The Post Office re- 
ads, like those of other auto quires that application be made 
makers, are aimed at wives, not) for a permit under Section 34.64, 
and that the mail be broken down 
and handled the same as a second 
class magazine. Many publishers 
use this equitable postal ruling. 

While it is true on catalogs (not 

publications) that over 8 ounces 
throws it into parcel post, it cer- 
|} tainly is not true for a publica- 
tion, and that statement is mis- 
leading. 

It would appear to me that the 
mailer had not been on the job in 
recommending to the publisher 
that he apply for the proper classi- 
fication. 

Conditions such as this justify 
a company like mine. 

Epwarp R. LEeF.er, 
Publishers’ Consultants Inc., 
Los Angeles. 

Mr. Lefler is right; so is Mr. 
Butler. The “publication” referred 
|to was a catalog, and the incident 
jactually happened. 


| Reprints ‘Special Interest’ 
Corner for a Mailing 
To the Editor: The 
|Man’s Corner” in your issue of 
| Jan. 28 has a very special interest 


| prepared and placed the West Side 
Federal Savings and Loan ad it 
talks about. 

In fact, we believe our friends 
in the financial field generally 
would be interested in the story. 
May we therefore have your per- 
mission to reproduce the article as 

| is for a mailing? We would credit 
| the source, of course 
| Thank you and congratulations 
jon a very preceptive article. The 
| Creative Man put his finger right 
jon the reason why savings and 
}loan associations are thriving 
| Davip KLEIN, 

M. D. Lasky Co., Newark, N. J 


| Headline Blasts Agency 
To the Editor: I assume you had 


is SS Sym 
| your tongue in cheek when writ- 
-Zournal ling the heading “Agency Gets 


: LOUISVILLE TIMES 


issue 
| Otherwise such a statement is 
|hardly news in the agency busi- 
Owners and operators of Radio Station WHAS and Television Station WHAS-TV 
364,123 DANY * 293,426 SUNDAY 
REPRESENTED NATIONALLY BY THE BRANHAM COMPANY | 


a Vig 


| ness 
GENE CurrTIs, 

Patch & Curtis Advertising 

Agency, Long Beach, Cal. 


“Creative | 


| to us—for we are the agency that) 


in the Feb. 4) 


| energies to this particular field | 
|of advertising. 

Believe it or not 15 or 20 years 
ago I was naive enough to believe 
that any designer who came along 
with a fresh and original approach 
to poster design would be wel- 
comed with open arms by adver- 
tisers. 

Well, in 1938 I sold my first de- 
sign to a trade publication and, 
although I worked 3 weeks on it, 
got only $15 for it. What, after 
all, is money compared to the joy 
of seeing your work reproduced 
for the first time? However, my 
“success” was short lived. I soon 
found out that advertisers and art 
directors had their own ideas 
about art for advertisements. I 
might believe that a strong sym- 
bolic design would be best, but if 
the art director believed that a 
specimen of “leg art” was best, 
that settled it. As a designer you 
were not expected to have ideas or 
convictions; you were expected 
to conform, to be like everyone 
else, in other words. Advertisers, 
'I have found, always look with 
suspicion on anything that stands 
out and deviates in any way from 
the norm. 

Well, because I could never con- 
form I have been a financial fail- 
ure as a poster artist, however 
much an artistic success I may be. 
Down though the years I have de- 
voted a tremendous amount of 
time and study to all aspects of 
poster design and advertising and 
my designs are rated as “tops” by 
practically every art director and 
advertiser who has seen them. 
For all that, I have yet to make a 
living as an artist. For the past 
several years I have been em- 
ployed as a laborer at $1.10 an 
hour. 

At 47, after more than 20 years 
| of sincere conscientious effort in 
| the field of poster design coupled 
with a desire to be of some use to 
somebody, I have little to look for- 
ward to except the prospect of 
drawing my social security bene- 
fits if I live to be 65. At that time 
I hope to retire to Europe, that 
poster designer's “paradise,” and 
spend the rest of my days doing 
what I always wanted to do. Pro- 
vided, of course, that Europe's still 


on the map 
In the meantime, I woulg not| 
advise any art student to look too | 
longingly at those beautiful speci- | 
mens of European poster art that 
circulate throughout the U.S.A. 
NAME WITHHELD BY REQUEST | 


still a good number of such men,/ with more than four issues a year} this country for any designer who | art director who had Kent in mind. 
to mail} was willing to devote his time and| Then came my recognition from 


the Art Institute of Chicago for a 


| painting of a winter farm scene, 


my first “Red Barn” picture. Im- 
mediately, the ads switched from 
Kent to Grant Wood! One large 
Chicago agency called me in for 
consideration for a series of Sat- 
urday Evening Post ads. He built 
me up with, “These are right up 
your alley...just the stuff you’d 
like to do!” Then he spread out 
before me several comprehensive 
layouts that were clear steals 
from Grant Wood’s published 
paintings! That art director never 
forgave me for turning him down, 
and he never called me again. As 
decently as I could, although boil- 
ing inside, I explained to him that 
I could not destroy my standing as 
an individual artist by such action. 
“Not even in consideration of $750 
each?” he exclaimed. “Not for 
$7,500,” I answered. 

So I know what many of the 
artists are up against who today 
are handed a collection of my re- 
productions and asked to “do 
something like these.” I don’t be- 
come angry with the artists who 
imitate my work year after year... 
not even when I receive a Christ- 
mas card from a friend who pen- 
cils a note “I’d know your work 
anywhere” on the plagiarist’s de- 
sign! 

I have a theory concerning the 
art directors who practice such 
plagiarism I think that they are 
afraid of what to them is a big 
name. They are, after all, art DI- 
RECTORS. They direct artists, 
dictate to artists, demand from 
artists. I think they would feel 
that in the case of approaching a 
“big name” artist they would be 
placed in a position of requesting 
rather than demanding. I come to 
this conclusion because, as I have 
said, they are a rugged gang. Re- 
fuse them and you are a dead duck 

Although the situation is hard 
on those of us who have worked 
hard to establish a distinctive 
style, it is far harder on the pro- 
fession of advertising. This delib- 
erate stealing cheapens not only 
the ad but the advertiser as well 
There is no genuine glory for the 
art director, either. . 

The excuse that so-called 
“name” artists are too expensive 
isn't valid. Most, including myself, 
charge no more than any good 
commercial artist. The excuse that 
the “name” artist wouldn’t be 
interested is also wrong... most 
are, including myself. 

Yes, I hold my theory that the 
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average art director feels some- 
what overpowered by the “big 
name.” For some strange reason 
he never understands that the use 
of “big name” artists would bolster 
his reputation as an art director, 
exactly as the use of fine musi- 
cians makes a conductor famous. 

Perhaps it is all a matter of 
false impressions. I shall never 
forget the day after I won the} 
major award for painting at the 
Art Institute of Chicago. The next | 
day I received no phone calls} 
from many of my clients. Nor did | 
I receive any the next day and the | 
day after that. So, I did some call- | 
ing myself. With slight variations | 
I received this answer to my in-| 
quiry pertaining to those commer- | 
cial art jobs I had been accustomed | 
to doing: “Listen, Nichols, you're | 
in the big time now. 
want the kind of stuff "we hand | 
out here.” 

Wouldn't I? Me.. .not Sate 
ested when groceries still had to| 
be purchased and rent had to be! 
paid? I found the next three years | 
a matter of frightening readjust- | 
ment. For it was thre years be-| 
fore I sold a painting! 

I am 47 now. I don’t feel old, | 
and I don’t believe 47 is old. And 
the purpose of this letter is to as- 
sure the art directors who bring) 
about plagiarism of the work of | 
men like myself that it isn’t neces- | 
sary. We worked hard to bring a 
new form of art into the advertis- 
ing scene, and we believe that we 
can do a better job of our own 
creation than the youngster willing 
to copy who, not knowing just | 
how it was done, has to imitate to 
the best of his ability. We don’t) 
buy autos that way. We don’t se- | 
lect dentists and doctors that way. 
Why select art that way? | 

Besides, how can Uncle Sam col- | 
lect taxes from me for work pro- | 
duced in the style I established 
when some other guy gets paid 
for it? 


DALE NICHOLS, 
Tucson, Ariz. 


* 7 + 
Len Liked It, Too 

To the Editor: I have intended | 
ever since Jan. 14 to write The} 
Creative Man about his column in 
that issue. I must confess that 
more than not I have indulged in | 
disagreeing with his appraisals | 
and marveled at the audacity with | 
which he expressed such positive | 
praise or denunciation, when I as- | 
sumed he could scarcely be privy | 
either to the circumstances that | 
dictated the format of the cam-| 
paign, or its results. 
But this time he got me. His} 
analysis of the motives and strate- | 
gy behind our GE Light Condition- | 
ing campaign is on the button. 
Which it may or may not interest | 
him to know. Thanks for the kind | 
words. | 
Len HALL JR, | 
Copy Chief, Batten, Barton, | 

Durstine & Osborn, Cleveland. 

+ e * 


‘Diligent Reader,’ 90, 
Finds Promotion Help in AA | 

To the Editor: Well folks, how 
are you? Yes, I am one of the! 
first subscribers to the ADVERTISING | 
AGE. I have taken it ever since | 
and would be lost without it. I am | 
living in my 91st year, successfully | 
managing factory business for over | 
50 years. | 

I manufacture concentrated | 
food supplements and beverages. | 
My specialty is a tonic beverage | 
called W.H.Y. (Wealth, Health| 
and Youthful Vigor). Then there 
is Kevo a food for beverage. But 
to top all is the Kevo-etts. This is 
the food supplement President 
Roosevelt persuaded me to manu- 
facture for the boys in the armed 
services in World War II. They 
were packed in the K-Ration. 

I get many a good idea from 
reading ADVERTISING AGE. I read 
it diligently every week. It helps 
me with ideas for my manufactur- 


work. 

People are asking me more and 
more for my products; for write- 
ups, etc., in magazines, television 
and radio, They are asking me to 
appear in their columns, and on 
their programs, as guest. They 
say I am the best advertising me- 
dium for my own products, as I 
look and act so young, and my 
voice sounds more like a young 
man’s than an old codger of 90 
years. I live on my own products, 
eat them every day. 

Now a little more regarding 
your paper—your Creative Man’s 
| Corner and the talks by Jim 
Woolf. Let the good work go on. 
If you would like, maybe I would 
send you one of the stories that 
are being published in other mag- 
azines for the benefit of your 


HOME DELIVERY — 


200 MILES FROM HOME! 


In Roswell, New Mexico, 200 miles from El Paso, and in cities and towns 
throughout the Fabulous Southwest, we maintain daily home delivery, in- 


suring our advertisers of full family read- 


ership. 


It's this extra readership that gives added 
punch to your advertising in the El Paso 
Times and El Paso Herald Post—blanket- 
ing the El Paso trade territory—read by 
more than 80,000 families every day! 


| readers. 
G. M. BaRTLeTT, 
President and General Man- 
ager, G. M. Bartlett Co. and 
W.H.Y. Kevo Co. Ltd., Azusa, 
Cal. 


Represented notional: Scripps-Hewerd Genero! 
Advertising rnee nn Be Texas Daily Press League. 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


E] Paso Herald -Post 


A SCRIPPS-HOWARD NEWSPAPER 
EVENING 


Circulations and 


Duplications. Ask 
your local O'Mara & 
Ormsbee representa- 

tive for the complete 
printed report. 


ing, and especially for promotional 


FOUR YEAR STUDY 


OF SEATTLE 


NEWSPAPER READING HABITS 
DAILY 


[ABC City Zone) i. a ae vets oy — 
Sf encnle Nonne*""**| 16.1% | 16.2%| 16.2% | Yom stte veer ite beet, 
Coverage by Pt. | 977. 8.0/,1 61.6%] 3O.B%| snows secrese te coverepe 
wen A 55.5% | 52.4% 53.4% | sectte’s “accepted newspaper” 
nent 17.4% | 17.8%) 16.5%|_ virratty ne chenge. 
Times ond Seale Pri, | 202%] 23,8°%| 22.8.%| rman rom cand ences 
asa” 6.9%! 6.0%! 7.1 %| r% cranes. 

SUN DAY 
TARE City Zone) [bee 1951) (Feb. 1950) [Oct 1948) "EMARKs on 
seat onde read of | 73.9% 73.0%. O/ | Year after year the best, 
Seattle Homes ° ° 14.6 /o consistent, one newspaper buy. 


Coverage by by Sunday 
P.-1. Seattle Homes 


40.1% 


43.1% 


45.7% 


Shows decrease in coverage. 


More and more—The Times 


Seattle Sunday Times | 5OWA%| 4T.A%| 4BA%) i Sco ccoped sony 
The Sunde Pel 16.6%) 17.5%) 16.5%) »- <ronse. 

Times ond Sundoy | 280 %| 25.6%| 29.2% ‘tmrne“irer” pera y 
Read Neither as 


Newspaper 9.5% 


9.5% 


8.8% 


Virtually no change. 


[Between 1948 ond 1952 both Seattle newspapers increased subscription prices} 
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Department Store Sales... 


Augusta, Ga., Had Biggest 1951 Gain 


March 4—Cash 
really ringing in 


WASHINGTON, 
registers are 
Augusta, Ga | 

he sales effect of the Atomic | 
Energy Commission plant 
struction the city 
up im new data released by 
the Federal Reserve Board. Be- 
sides its weekly report—the new 
one covering Feb. 18-23—the 
board has issued gain-and-loss 
figures for 1951 and for January, 
1952, on 151 marketing areas 

Augusta department stores had 
a 20% gain in 1951 and a 17% 
gain in January. Their closest 
rivals were Columbia, S. C., stores, 
which also seem to benefit by the 
AEC development. Columbia's 1951 
gain was 16% and its stores had a 
4% gain in January 


con | 


near shows 


Other big gains in ‘51: Tucson, 
16°; Wichita, 14%; Grand Rapids, 
13% Vallejo-Napa, Cal., 12%; 
Youngstown, Waco, Topeka and 
Norfolk, 11%. Among the losses 
were Raleigh, down 13%; Baton 


; Flint and St. Paul, 5° 


Rouge, 8% 


Speed-U, 
Addressing” 


with DUPLISTICKERS: 


Use these gummed, perforated letter- | 
size sheets of 33 labels to expedite ad- | 
dressing and increase office efficiency. | 
MODERN METHOD OF 
ADDRESSING MULTIPLE 
MAILINGS, PREMIUMS, 
BULKY ENVELOPES, ETC 
Typists address 4 
or more copies in 


White and 5 col- 
ors. Also special 
type for fluid dv. | 
plicators 


DUPLISTICKERS 
are made only by EDRE na 


DEPARTMENT STORE 
SALES INDEX 


935.39 EQUA 


00 


Week 


Week to 


pPreliminary 


to Feb. 23, 
Week to Feb. 24, 
Week to Feb. 16, ‘5 
Week to Feb. 17, ' 
Feb. 9, 
Week to Feb. 10, °51 


‘52*..paai § 
‘S1*..274 } 
2* ..257 
51*..272 
*32* ..251 

273 


*Not adjusted seasonally 
aa 
Month Week 
Federal Reserve Year of Ended 
District and City 1951 Jan. Feb 
ios 23 
UNITED STATES ‘ 2 
Beston District *~ —ltip —1s 
New Haven 3 6 20 
Portland, Me 3 21 . 
Boston Area 3 19 15 
Downtown Boston 3 i9 . 
Lowell-Lawrence 1 12 17 
New Bedford 0 20 x 
Springfield 4 ut 2 
Worcester 5 7 ° 
Providence 0 16 14 
New York District 5; —l6 —l0 
Bridgeport 6 6 
Newark 4 17 1 
Albany 5 19 
Binghamton 5 ll 
Buffalo 5 8 
Elmira 7 i2 
Niagara Falls 6 7 
New York 4 18 it 
Poughkeepsie 0 15 
Rochester 6 15 12 
Schenectady if l 
Syracuse 8 20 17 
Utica $ ] 
Philadelphia District s —tt 4 
Trenton 5 9 . 
Lancaster 2 14 . 
Philadelphia 2 il 4 
Reading 2 9 
Wilkes-Barre 1 16 
York ; 13 
Cleveland District ‘¢—t —% 
Akron 8 i3 13 
Canton 6 16 ° 
Cincinnati 1 17 16 
Cleveland 6 12 lo 
Columbus 6 5 15 
Springfield 3 4 ° 
Toledo 5 4 12 
Youngstown ll il ° 
Erie 7 8 i 
Pittsburgh 7 20 22 
Wheeling 3 15 
Richmond District ‘'—# 6 
Washington 3 19 i 
Baltimore 6 12 6 
Hagerstown ~1 8 ° 
Asheville 0 7 ° 
Raleigh 13 4 - 
Winston-Salem —1 9 . 
Anderson 2 4 ° 
Charleston 2 6 e 
Columbia 16 4 - 
Greenville i) 12 . 
Lynchburg 2 4 ° 
Norfolk 1 7 ? 
Richmond 6 9 . 
Roanoke ‘ 17 
Charleston ¥ 3 
Huntington 4 6 % 
Atlanta District 4 —tp —10 
Birmingham 2 Hp y 
Mobile 7 1 . 
Montgomery ‘ 5 ° 
Jacksonville 9 3 -5 
Miami 6 9 ee 


> ‘ x a 


te Mi * 
Py 
on + 


TODAY'S HEALTH readers know that the ethical =~ 


dards of the American Medical Profession are soil 
exemplified in publications of the American Medi- : 


cal Association. 


mF ame ls 


WEALTH 
lish CONFIDEN 
granted its use. 


They know thet odvertising in publications of . . 
the American Medical Association is carefully 
reviewed before being accepted for publication. 


the American Medical Association 
is what gives valve and meaning to the TODAY'S 


ping to estab- 
in Products and services 


ve ago patio “Principles’’ governing the 
AMA publications 


g for AMA 
Gea ae FORAYS NALIG aces olen 
Write, wire or phone 


McAndrews (left), commercial manager, 


Nelson (right), 


@s managing director of the association, get together with his successor, 
to brief him on his 


NEW MANAGING DIRECTOR-—A. E. Joscelyn (center), director of operations, CBS, 
Hollywood, and president of Southern California Broadcasters Assn., 


and Robert 
who recently resigned 
Norman 


KBIG, Catalina, 


new duties 


Orlando 
St. Petersburg 
Tampa 
Atlanta 
Augusta 
Columbus 
Macon 
Rome 
Savannah 
Baton Rouge & 
New Orleans : 
Jackson 3 
Meridian 0 
Bristol 
Chattanooga 
Knoxville 
Nashville 

Chicago District 
Chicago 
Peoria 
Fort Wayne 
Indianapolis 
Terre Haute 
Des Moines 
Detroit 
Flint 
Grand 
Lansing 
Milwaukee 
Green Bay 
Madison 

St. Louis District 
Fort Smith 
Little Rock 
Evansville 
Louisville 


ia 
Sens 
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te 
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Rapids 
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| 
vnc 
te 


| 
B4B 
= 
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St. Louis Area 
Springfield 
Memphis 
Minneapolis District —I 
Mankato 
Mirinéapolis 
St. Paul 
Great Falls 
Grand Forks 
Sioux Falls 
Duluth-Superior 
La Crosse 
Kansas City District 
Denver 
Pueblo 
Hutchinson 
Topeka 
Wichita 
Kansas City 
Joplin 
St. Joseph 
Omaha 
Oklahoma City 
Tulsa 
Dallas District 
Shreveport 
Corpus Christi 
Dallas 
El Paso 
Fort Worth 
Houston 
San Antonio 
Waco 1 
San Francisco District 
Phoenix 5 
Tucson 16 6 
Bakersfield 0 zip 
Fresno i 
Long Beach 2 
Los Angeles Area 2 
Downtown Los 
Angeles $ “ 20p 13 
Westside Los 
Angeles 2 l2p 2 
Oakland and 
Berkeley 2 15p 13 
Riverside and San 
Bernardino 2 
Sacramento 13 
San Diego 6 i2p 3 
San Francisco " lv 20 
San Jose , 8 
Stockton 1 17 
Vallejo and Napa 4 2 
Boise and Nampa 21 
Portland i 2 
Salt Lake City 6 1 
Bellingham o 2 
Everett $ 
Seattle 5 
Spokane 4 18 9 
5 . 
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Tacoma 
Yakima 


pPreliminary 
*Data not available 
**Data not ready 


weekly 


' 
| Campbell Named Manager 
Daniel M. Campbell has been) 
| appointed manager of the San Die- 
go office of Foster & Kleiser Co.,! 
outdoor advertising company. He 
was an account executive in the | 
San Francisco office. He succeeds | 
|Charles H. Dana, who has been! 


| transferred to the Long Beach | 
' 


| branch. 


. 
al 
| 


. + York, has 
‘| advertising manager of McGregor 


Doniger & Co. Appoints 
C. T. Krug Ad Manager 


David D. Doniger & Co., New 
appointed C. T. Krug 


Sportswear 

Mr. Krug had 
been associated 
with Cluett, Pea- 
body & Co., New 
York, since 1939 
He was a mem- 
ber of the sales 
force until 1942 
when he entered 
the Navy Ajir 
Corps After 
Worid War II he 
returned to Clu- 
ett. Most recently 
he was assistant in advertising to 


‘ 


a 


( 


C. T. Krug 


| George Phillips, department man- 


ager. 


Coprox Appoints Agency 
Kastor, Farrell, Chesley & Clif- 
ford, New York, has been ap 
pointed agency by Coprox Inc., 
manufacturer of a _ product for 
preventing seepage of water in 
basements and other masonry sur- 
faces. Introductory plans call for 
a b&w page in The Saturday Eve- 
ning Post April 12, to be followed 
by insertions in the shelter group 
Magazines and business papers. 


KMTV Appoints Hurwitz 

KMTV, Omaha, has appointed| 
Virginia Hurwitz, formerly with 
the Marine Corps supply depot at} 
Camp Lejeune, N. C., to 
motion department staff. 


its pro-| 
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Hooper Announces 
New Monthly TV 


‘Rating Feature 


New York, March 6—C. E. 
| Hooper Inc. has announced a new 
monthly TV rating feature called 
the “Hooperade of TV stars.” It 
will comprise a list of the top 15 
programs in New York, Chicago, 
Los Angeles, Philadelphia, Boston 
|}and Detroit. The program leaders 
| will be listed separately for each 
city. 

The first compilation for Janu- 
ary shows 50 different programs 
making the honor roll in at least 
one city. The researcher considers 
this “particularly significant since 
these six cities jointly account for 
almost as many TV sets as the 
other 57 TV cities combined.” 

Only three programs—*“I Love 
Lucy” (Philip Morris, CBS-TV); 
“Show of Shows” (several spon- 
sors, NBC-TV), and “Texaco Star 
Theater” (NBC-TV)—made the 
top 15 in all six cities. The re- 
|lease indicates which stars per- 
form less than once a week and 
which programs compete with a 
show rating 15.0 or more 


Fuchs Heads Merchandising 

W. J. Fuchs, with the company 
since August, 1951, has been pro- 
moted to merchandising manager 
of Deep Rock Oil Corp., Tulsa. 
Prior to joining Deep Rock he was 
with Winius-Bbrandon, St. Louis 
agency, where he worked on the 
Deep Rock account. 


A $15 BILLION MARKET 
AT YOUR FINGERTIPS! 


Don’t Ignore It — SELL It! 


-ash in! Get your share of the huge $15 
Allion Negro market! Reach them in 
heir homes, sell them the way they like 
8 be —_y their own Race pub- 
% and magazines 
hey feel osest ‘to, respond best to! 
+egroes are loyal to their publications— 
e sure your product is in them; sure 
ou get your Sa x; the market! $15 
allion! Negroes s this much 5 net 
ear on every conecivebie product! Don 
verlook this market—it’s right R~ + 
our nose! For full details write Inter 

| tate United Newspapers, Inc., 545 Fi 7th 
| ave., N. Y., serving America’s lead 
vivertisers for over a decade. 


ONE EXAMPLE: Sius'the cream of this 
ich market, you can't beat the New Courler— 
= 000 Negroes in 42 states each 

Color comics, magazine section, and news 
pe help make it America’s most complete 
seekiy cewspaper. Tell the Negro—you'll sell 
‘he Negro! Act now! 
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Audit Bureau Adds Ten 

Audit Bureau of Circulations| 
has added eight advertiser mem-| 
bers and two advertising agencies| 
to its list. New advertiser mem-| 
bers are: Aluminum Co. of Cana-| 
da, Montreal; Hamilton Mfg. Co.,| 
Two Rivers, Wis.; Melchers Dis- | 
tilleries Ltd., Montreal; National | 
Cash Register Co. of Canada, To-| 
ronto; National Tea Co., Chicago; | 
O-Cedar Corp., Chicago; Shell Oil} 
Co. of Canada, Toronto, and Sun} 
Oil Co. Ltd., Toronto. New agency | 
members are Earle Ludgin & Co.,| 
Chicago, and Neale Advertising| 
Associates, Los Angeles. 


Abbott Kimball Adds Account 

House of Hollywood Cosmetics, | 
Los Angeles, has appointed Ab-| 
bott Kimball Co., Los Angeles, to | 
direct its advertising, sales pro-| 
motion and merchandising. 


SPONSOR ENTERTAINS—Homer Evans (center), od manager of James lees & 

Sons, holds the stage during a press party in New York marking his company’s 

entry into TV. His audience (left to right): impresario Sol Hurok and Andres 

Segovio, Artur Rubenstein and Jan Peerce, who will appear on the filmed musical 
series over NBC. 


Salt Lake City Agencies Merge 

| Adamson & Buchman, Salt Lake 
| City, and Ad-Craftsmen, Salt Lake 
| City, have merged. The combined 
| agency will be known as Adam- 
son-Buchman. Principals in the 
merger are Louis W. Larsen and 
Richard H. Larsen, partners in Ad- 
|Craftsmen, and W. S. Adamson 
}and Howard M. Buchman, part- 
|ners in the agency bearing their 
| name 


Appoints Edward F. Dinan 

Edward F. Dinan, formerly di- 
rector of sales promotion and pub- 
|lic relations for Fashion Frocks 
Inc., Cincinnati, has been appointed 
}an account executive of Harry 
| Schneiderman Advertising, Chi- 
| cago. He will work on the Mell- 
| ville, Hartford, and Colony Hall 
| Style club divisions of the Fashion 
| Frocks account. 


Second ‘Book of Building’ 
Comes Out March I! 

House and Garden's second an- 
nual “Book of Building” will go on 
sale at newsstands and book stores 
on March 11. It will feature build- 
ing and remodeling plans for more 
than 40 complete houses. 

Published by Conde Nast Pubili- 
cations, the “Book of Building” 
will also include specific sugges- 
tions for building and equipping 
kitchens, laundries, bathrooms and 
garages. It will sell at $1 a copy 


When you Remember 
need WM. F. RUPERT 
RECENT Compiler of wATIONAL 
BIRTH LISTS EXCLUS! 
BIRTH for over 55 yeors 
uSTS 90 Fifth pny dA gaa W 


URBAN NEGRO 


Ask for this New Book of Facts 
with 1950 U.S. Census Figures on 
THE MARKET WHERE THE 
MOST CHANGES ARE TAKING PLACE 


YES, URBAN NEGRO HOME OWNERSHIP HAS INCREASED 
129%! Now one out of every three Negro urban families is 
a home owner. And this is only one of the astonishing, 
up-to-the-minute facts that you'll find right here in this book. 
~ You'll find 1950 U. S. Census figures on the Negro income, 
Negro population in the major markets, and other surprising 
facts that you'll want to see for yourself before you place 
your advertising—A city by city description of 24 important 
markets arranged for easy reference. So you will find these 
figures easy to study and analyze. 

This is a book you'll want to keep and refer to again and 
again. 

Be sure to have your copy sent to you now—and make sure 
that you have complete, reliable and up-to-date information 
on the big changes that have taken place in the NEGRO 
AMERICAN MARKET. 

Find out what this new book of FACTS can do for your sell- 
ing program! 


OVER TWO MILLION NEGRO AMERICANS PAY 2 
OR 3 TIMES AS MUCH PER COPY TO buy their own 


newspapers, yet you pay no more for advertising 


get the unspoken endorsement to these buyers 
, it ~s, ; 
that goes along with advertising in these papers See Ganes 


K increase 1949 over 1939 


| 

| 

| 

| 

| 

| 

| 

| 

| 

| 

space. In no other newspapers can an advertiser 
| 

| 

| 

| 

| 

| U. S. Census of Housing, February 17, 
| 

! 


ORDER YOUR FREE COPY NOW 
PHONE OR WRITE 


ASSOCIATED PUBL 


I 

I 

| 

| 

| 

I 

| 

| 

| 

! Representing leading Negro newspopers in every section 
| of the United Stotes. 

| 31 W. 46th Street - New York 19, N. Y. 
| Luxemburg 2-1177 

| 

| 

| 

| 

! 

| 


166 W. Washington Street - Chicago 2, Illinois 
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1951 


RICAN 
HOME OWNERSHIP UP 129%" 
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ANA Holds Meeting in March 


Assn. of Nationa! Advertisers will 
be held at The Homestead Hotel, 
Hot Springs, Va., March 19-21 
E. G. Gerbic, v.p., Johnson & John- 
has been named chairman of 


son, 
the program committee. “Combat- | 
ting the profit squeeze by better 


and more effec tive advertising and 
merchandising” is the theme of the 
meeting. As in the past, attendance 
wiil be restricted to ANA members 
and invited advertising guests 


VIRGINIA 

“Me tropolitan’ ’ Lynchburg retail 
sales —36% HIG HER THAN THE 
U. S. AVERAGE! 

Only the News-Advance covers this 
basic Virginia market of over 
50,000 city zone population. 
ADVERTISE (NW LYNCHBURG—GET OUR MARKET FOLDER 

Nationsily Mepresented by 


WARD-GRIFFITH CO. 


The 1952 spring meeting of the| 


| Appoints Heinrich Advertising 
Don — Advertising, 

| Peoria, Ill., has been appointed to 

direct advertising for the accounts 

of Missouri Farm Bureau Insur- 
|}ance Companies. These accounts 
include both the mutual and life 
insurance companies. Brown Ad- 
vertising, Columbia, Mo., formerly 
j had the accounts 


| McEdwards to Tatham-Laird 

W. J. (Jim) McEdwards, for- 
merly account executive at Na- 
tional Broadcasting Co., has been 
appointed to the contact staff of 
Tatham-Laird, Chicago, and will 
work on the Toni account. 


Beaumont & Hohman Elects 2 


I. C. Bettiker, manager of the 
Detroit office, and Perry R. Thom- 
as, account executive in the Chi- 


| cago office, have been elected v.p.s 
| of Beaumont & Hohman 
| Conpontns Elect Officers 


Fisher Display Co. and Display 
Advertising Corp., subsidiaries of 


ee!) Ar Mercantile Display Serv- 
in all principal advertising centers ice Inc., Chicago, have elected 
—GET OUR CITY ZONE FOLDER — ! Phillip Salzman president. Other 


manager of advertising and 
left, and Dr. Albert D. Freiberg, first v.p., Psychologi- 
cal Corp., are shown with Mrs. Brahna C. Hutchins, president of Sheldon, Morse, 


FIFTH ANNIVERSARY SPEAKERS—J. Whitney King Jr., 
marketing, American Can Co., 


Hutchins & Easton and of the Industrial Publicity Assn., at the fifth anniversary 
meeting of the association in New York. 


Fisher, 
and 


Sol 
secretary 


treasurer, 
man of the board. 


officers elected are 
v.p.; Lew Posner, 


N O ... these vital questions 


How many of our sales are repeats? 


Is our increased volume due to_ 
greater consumer buying—or are 
dealers simply stocking up? 


How is our special offer paying out P 


Which will best increase our gross 
—add a new product...or push 
what we have? 


are easier to decide ! 


Current and continuing answers to questions such 
as these are essential. 

Obviously, such answers cannot come from a 
one-time survey, no matter how broad, or even 
from occasional surveys. But now actual day-to-day 
purchase records from more than 5000 families are 
available to give you the current and continuing 
answers you need. 


One food manufacturer seemed to be losing customers from 
each of two products. Yet the facts showed that most of the 
“lost” 
ucts for variety’s sake—but staying loyal to his brand! 


customers were actually switching between the two prod- 
Decision: to stick to his selling strategy—it was winning 
friends to his line. 


Because he received reports every month on the daily pur- 
chases of more than 5000 families, a manufacturer selling in 
drug and variety outlets quickly saw that his upswing in sales 
was not due to increased buying by consumers—a fact that 
figures on sales to the trade could not have disclosed. 

The decision: to continue to advertise heavily, but go slow 
on production, since inventories were obviously being built up. 


Another manufacturer, from facts supplied by the continu- 
ing consumer survey, found that a special offer paid off only 
in the areas where he had competition. 

The consumer purchase figures revealed that, while the deal 
did win customers away from his competitors, it could not get 
a larger number of people to use that kind of product. 


A manufacturer of a household product sought the best 
way to increase his gross. He was able to determine the chance 
for success for a new contender in the field... what consumers 
would expect in the way of performance and price. 

Ihe reports from consumers showed their preferences and 
indicated that the new product would sell well—and it does! 


The facts upon which these manufacturers based their 
decisions were supplied by the Consumer Purchase Panel 
of the J. Walter Thompson Company. The Panel pro- 
vides a ‘‘moving picture’’ of the buying and consuming 
habits of more than 5000 families across the country— 
from urban, suburban and rural areas —representing all in- 
come groups. Want to know more about it? Just write us. 


J. WALTER THOMPSON COMPANY 


420 LEXINGTON AVENUB, New Yoru !7, N.Y. 


Other U’. 8. offices in: 
Miami, SAN FRANCISCO, SEATTLE, 


Cuicaco, Derrorr, Los Ancetes, LAKELAND, 
Wasnincros, D.C 


Agcentina, Ausrratia, Betarum, 


Principal international offices in: 
Invia, Mexico, Souru Arrica. 


Brazit, CANADA, ENGLAND, FRANCE, 


and Lou Spear, chair-} 
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| Coming 
Conventions 


*Indicates first listing in this column. 

March 17-20. National Premium Buyers 
Exposition (19th annual), Conrad Hilton 
Hotel, Chicago 

March 19-21. Assn. of National Adver- 
tisers, spring meeting, The Homestead, 
Hot Springs, Va. 

March 21-22. Third annual Advertising 
Institute, Emory University and the At- 
lanta Advertising Club, in Atlanta. 

March 24-27. Canadian Assn. of Broad- 


| casters, annual meeting, Royal York 
Hotel, Toronto. 

March 26-28. American Assn. of In- 
dustrial Editors, first national conven- 
tion, Netherland Plaza Hotel, Cincinnati. 

March 30-April 2. National Assn. of 
Radio & Television Broadcasters, annual 


convention, Conrad Hilton Hotel, Chicago 

April 1-3. Point of Purchase Advertising 
Institute, annual symposium, Waldorf- 
Astoria Hotel, New York. 

April 1-4. American Management Assn., 
2lst annual packaging conference and 
exposition, Auditorium, Atlantic City, 
N. J. 

April 3-5. American Assn. 
tising Agencies, spring meeting, 
White Sulphur Springs, 


of Adver- 
The 
| Greenbriar, w. 
Va 

April 
tions, awards presentation, 
Hotel Statler, Boston 

*April 16. Brand Names Day, 
Astoria, New York 

April 20-24. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York. 

April 25-27. Advertising Federation of 
America, Fourth (Florida) District, Casa- 
blanca Hotel, Miami Beach, Fla 

May 4-7. Associated Business Publica- 
tions, annual spring conference, The 
Homestead, Hot Springs, Va 

*May 8. Export Advertising Assn., 
fourth international convention, Hotel 
| Plaza, New York 

*May 8-9. Public Utilities Advertising 
Assn., annual convention, Radisson Hotel, 
Minneapolis. 

May 11-14. National Newspaper Pro- 
motion Assn., annual convention, Brown 
Hotel, Louisville, Ky. 

May 19-20. Inland Daily 
| spring meeting, Congress Hotel, Chicago. 
May 21-23. International Council of 
| Industrial Editors, 11th annual conven- 
| tion, Minneapolis. 
| May 25-28. National Business Publica- 
| tions, spring meeting, Skytop Lodge, Sky- 
top, Pa. 

May 27-29. National Sales Executives 
Inc., 17th annual convention, Hotel Fair- 
mont, San Francisco. 

June 8-11. Advertising Federation of 
America, 48th annual convention and ex- 
hibit, Waldorf-Astoria Hotel, New York 

June 9-10. National Assn. of Magazine 


8. Associated Business Publica- 
1952 contest, 


Waldorf - 


Press Assn., 


Publishers, 33rd annual meeting, Pocono 
| Manor Inn, Pocono Manor, Pa 
| June 16-17. American Marketing Assn., 


conference, Netherland Plaza Hotel, Cin- 
| cinnati. 

*June 22-24. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Daytona 
Beach, Fla. 

June 22-26. Advertising Assn. of the 
West, annual convention, Olympic Hotel, 
Seattle. 

June 29-July 2. National Industrial Ad- 
vertisers Assn., annual conference, Palmer 
House, Chicago. 

Oct. 3-4. Pennsylvania Newspaper Pub- 
lishers’ Assn., annual convention, Penn 
Harris Hotel, Harrisburg. 
| Oct. 4-7. Mail Advertising Service Assn 


International, annual convention, Shore- 
ham Hotel, Washington, D. C. 
Oct. 5-9. Advertising Specialty Na- 


tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 


Oct. 13-14. Inland Daily Press Assn., 
annual meeting, Congress Hotel, Chicago. 
Oct. 20-21 Agricultural Publishers 
Assn., annual meeting, Chicago Athletic 


Club, Chicago. 
Oct. 20-23. Financial Public Relations 
Assn., annual convention, Coronado, Cal 
Dec. 27-29. American Marketing Assn., 
conference, Palmer House, Chicago 


| ANA Appoints Bland 
David Bland, advertising direc- 
| tor of G. Krueger Brewing Co., 
| Newark, N. J., has been appointed 
| to the display steering committee 
| of the Assn. of National Advertis- 
| ers. 


NORTH CAROLINA 
| 1. Buying Center of Craven County. 
2. Quality of Market—108. 
8. Effective Buying Income 

$16,261,000. 

THE RICH NEW MARKET IS 
|Fae ave EXCLUSIVELY BY 
| 


THE EVENING SUN JOURNAL 
REQUEST MORE FACTS—ADVERTISE IN NEW BERN 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers” 
— GET OUR CITY ZONE FOLDER 
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LIGHTNING SERVICE—That’s what serv- 

icio _relampogo means in Peru and it 

applies to Coca-Cola Co.'s fast home 

delivery in Lima, where trucks are radio 

dispatched. This page is in Coke's current 
“Red Barrel” house organ. 


Auto-Lite Will Run 
Auto Show in N.Y. 
and Put It on TV 


New York, March 4—Electric 
Auto-Lite Co. is planning to spon- 
sor the first national TV 
show. 

The company, which has been 


saluting automobile manufacturers | 


on its TV programs, has decided 
to pick up the tab for an auto- 
mobile show at 
Astoria Apri] 2-5. It will 
preview the show on TV April 1. 

The show itself will 


the individual car makers. 
Maloney, executive v.p. of Cecil 
& Presbrey, 
auto show idea, and he will be in 
charge of it. 


# So far, 11 manufacturers have 


said they will be represented. This | 


includes Chrysler. Ford has not 
decided, and General Motors— 
which has its own ignition sys- 
tem—will not be there. 

The TV show will be conducted 
by Ken Murray, and will occupy 
the “Suspense” time slot on CBS- 
TV, 9:30 p.m., EST. 


RCA’s ‘51 Gross Reached 
Peak, but Net Was Below ‘50 
Radio Corp. of America, New 
York, and its subsidiaries grossed 
a record $598,955,077 in sales last 
year, a 2% increase over 1950's 
$586,393, 450. But its net income 
dropped to $31,193,000, equal to 
$2.02 a share, compared with $46,- 
250,000, or $3.10 a share, in 1950. 
RCA’s subsidiary, National 
Broadcasting Co., reached a record 
$137,156,000 volume, up 48% from 
$92,373,000 in 1950. David Sarnoff, 
RCA chairman, said television 
sales accounted for all the increase, 
surpassing radio network sales for 
the first time in 1951. The company 
attributed the decline in net pro- 
fits largely to a leveling off of 
consumer demand for TV sets fol- 
lowing scare buying in 1950. 


Craig Joins Outdoor 

John F. Craig, formerly assistant 
account executive with Hewitt, 
Ogilvy, Benson & Mather, New 
York, has been appointed account 
executive by Outdoor Advertising 
Inc., New York. 


PATERSON 


NEW JERSEY 
3rd City In New Jersey Covered With 
THE PATERSON CALL 

In 1950 the Morning Call carried 
more than 7,000,000 lines of local 
advertising. Department Stores and 
national chain food companies 
know, from long experience, the 
people of Paterson read and are 
influenced by their advertising in 
the Call. 

REQUEST MORE FACTS—-ADVERTISE 16 THE CALL 


Nationally 
WARD-GRIFFITH CO. 
The Ward-Gritfith Co. maintains offices 


imall principal advertising centers 
GET OUR CITY ZONE FOLDER — 


auto 


the Waldorf- | 
also! 
be open | 
(and free) to the public and to! 
Zz. d.i 


came up with the) 


Purolator in Special Drive 
Purolator Products Inc., 


New 
York, will break a special cam- 
paign urging auto owners to check 
up on their oil filters, with a spread 
in the April 5 issue of The Satur- 
day Evening Post and pages in 
Life (April 7) and Collier’s (April 


| 12). The company’s regular ads 
in April issues of Capper’s Farmer, 
| Country Gentleman and Successful 
| Farming will carry tie-in slugs on 
| filter check time. The business pa- 
| per schedule includes one to four 
| pages in March and April issues of 


seven publications. 
of sale material will be distributed | 
to retailers through jobbers. 
Walter Thompson Co., 
is the agency. 


Pipe Distributors Merge 

Iwan Ries & Co., Sandusky Briar 
Pipe & Novelty Co. and Washing- 
ton Pipe & Novelty Co., all of Chi- 
cago, have merged. The merged 
wholesale and distributing com- 
pany is located at 26 S. Wells St., 
Chicago, under the name Ries Dis- 
tributors Inc. 


Special point; McGibbon Joins Fielder 


J. with H. J. German, Peoria, Ill., 
New York, | outdoor 


service, has joined the staff of 


Robert D. McGibbon, formerly! Fielder, Sorenson & Davis, San 
Francisco transit advertising serv- 


9 Day&Night , 
service! 


SEeley 8- 


=p LUBBOCK «.: 
bY ADV: |) Avalanche-Journal 
NES (Or a en) me CIRCULATION AG, 000 


. Rep. TEXAS eu Paass LEAGUE, INC. 


LAKE SHORE ELECTROTYPE os 


_ ELECTROGRAPHIC CORPORATION 
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Wasnincton, March 4—Exces- 
sive tax deduction claims are go- 


ing to get closer government 
checking. Among the claims to be 
watched are those for advertising 
and research 

“Lavish travel and entertain- 


ment expenses, executive expense 


illowances, business gratuities and 


ILLINOIS 
Buying Center for the Rich 18 County 
PEORI|Area Market, Blanketed With 
THE PEORIA JOURNAL STAR 
1—LARGEST Circulation in [linois.* 
2—LARGEST Metropolitan Market in Iili- 
nois* .. . Pop. 250,612. 
3.-"BEST Test Market in Midwest” 
every 3.M. Test Survey. 
4—-WHOLESALE SALES 2% TIMES 
LARGER than any other Illinois City.* 
*Except Chicago 
WRITE FOR YOUR WEW PEORIAREA FACT FOLDER. 
Repreesmted Metiomaliy by 


gays 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in alt centers 


principal advertising 
—— GET OUR CITY ZONE FOLDER — 


Tax ‘Crackdown’ Affects Ad Claims, Too 


disguised remuneration in the form 
of personal living items” were al- 
so mentioned as due for a “crack- 
down.” 

John B. Dunlap, Commissioner 
of Internal Revenue, announced 
the pending plan for greater vigi- 
lance by internal revenue agents. 

In the past, the Bureau of In- 
ternal Revenue has generally al- 
lowed most advertising which a 
taxpayer finds his business must 
do. A firm's past record and cur- 
rent aims are taken under consid- 


eration by tax collectors 


Two Sponsor Rural TV Show 

A new barn-dance type televi- 
sion show, “Randy Blake’s Home 
Folks Jamboree,” is being placed 
in several markets by O'Neil, Lar- 
son & McMahon, Chicago. Sponsor 
is Marlene’s Inc., Chicago, for Mar- 
lene’s hair waving shampoo and 
Mynex reducing plan. Randy 
Blake, disc jockey for WJJD, Chi- 
cago, emcees the show. Telefilm 
Productions, Chicago, filmed the 
program 


NEW YORK WELCOME—On hand to greet WCBS-TV’s new general manager, 

Craig Lawrence (second from left), on his arrival in New York were (left to right) 

Richard K. Doon, program director of the station; Jack Cowden, operations direc 

tor, CBS-TV advertising and sales promotion department, and Harry Ommerle, 
director of the network's programs in the East. 
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Report Discusses 
Housewives’ Views 
on Daytime Video 


Cuicaco, March 4—The house- 
wife who was “too busy to watch 
TV last year” new has made room ! 
in her daily schedule to watch 
video shows she likes. 

At least that’s the contention of 
a new report on “Davtime Tele- 
vision” issued by Social Research 
Inc., private psychological research 

| group. 

In its new 40-page report, fourth 
in a series of studies on the atti- 
tude of viewers to TV shows, So- 
cial Research discusses daytime 
viewing habits of housewives, the 
types of programs they watch, 
facts about their personalities that 
are important to daytime TV, and 
suggestions for making daytime 


Gray Opens Own PR Shop 
_John Morrissey Gray has re- 
signed as v.p. of Allied Public Re- 
lations Associates to open his own 
public relations company at 342! 


Madison Ave., New York. In 


cal and air transport accounts. 


A story 
with a moral: 


90,000 

House Beautiful 
families will 
have their 

1951 tax returns 
examined! 


The story: As a result of the tax scandals, the 
internal revenue boys have announced that they 
will check all the returns of people making over 
$25,000 a year. This means they'll check at least 
90,000 returns of House Beautirut families 
(because that many make that much, and more). 
The point we're making is that our 600,000 reader 
families are pretty affluent people. All but 
15,000 of them own cars. Five out of six House 
BEAUTIFUL families own their own homes...and 
nearly half bought them within the last five years. 


The moral: These people aren’t stingy with their 
money. They like to buy things that better their 
home and their living. They read House 
BEAUTIFUL cover-to-cover. If you want to get 
quick sales action for your product, you'll have to 
hunt high and low to find a better buy than 


House Beautiful 
sells both sides of the counter 


12 
years of public relations, Mr. Gray | 
has counseled beer, cosmetics, of- 
fice equipment, restaurant, medi- 


TV commercials more productive 


® The report contends that while 
the “middle majority” housewife 
now watches daytime television, 
she exercises at least some selec- 
tion in her choice of programs 
This factor, Social Research says, 
can be important in making or 
| breaking daytime programs 

In Chicago, where the survey 
was made, the “Kate Smith Show,” 
the “Bert Parks Show” and “Crea- 
tive Cookery” with Francois Pope 
are most attractive to the middle 
class housewives, according to the 
researchers. 

Popular daytime TV shows are 
dependent upon “the personality 
of the main character(s) who g 
gains the allegiance of the viewer, 
and dependent upon the action to 
catch the ‘middle majority’ house- 
wife’s attention so that she can 
forget her own isolation,” the 
report asserts. 


@In view of these findings, the 
report continues, a TV advertiser 
who wants to reach a large day- 
time audience needs a program 
which offers the viewer something 
besides “informative material.” 

Daytime women video listeners { 
tend to “gravitate to a few pro- 
grams which attract them most— { 
| programs which have personality 
' appeal and dramatic appeal. Here 
their sense of isolation and feel- 
ing of loneliness disappear.” 

On the subject of commercials, .: 


the report declares that the “mid- q 
dle majority” housewife’s “atti- P 
tude toward the commercial often q 


has a sort of watchful-waiting 
quality. She doesn’t want to miss 
anything that is really good, but 
at the same time she expects to 
be largely bored.” 

Commercials, Social Research 
says, must be sincere; the rhythm 
must be lively, colorful and at- 
tractive to hold attention; the con- 
tents must add to the housewife’s 
skill, knowledge or judgment, and 

| they must not be too repetitive or 
the housewife’s interest will be 
killed. i 


Leonard Wolf Adds Ackerman 
Leonard Wolf & Associates, New 
York, has appointed Marshal! 
Ackerman, formerly with the ad- 
vertising department of Palm 
Beach Co., director of media and 
merchandising. Meanwhile, the 
agency has moved to new and 
larger quarters at 743 Fifth Ave 


PORT HURON | 


MICHIGAN 
Retail sales INCREASED 480%, 
in the last 10 years. Your ad- 
vertising in the PORT HURON 
TIMES-HERALD will cover 
that market! Our MERCHAN- 
DISING DEPARTMENT will 


help you! 
SEND FOR OUR PORT HURON MARKET FOLDER 
Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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TV Has Big Effect 
on Sales, Survey 


in Columbus Shows 


Co._umBus, March 5—Ohio State | 
University reports that 76.8% of} 
the TV owners here on its consum- 
er panel are influenced in their) 
purchasing by television advertis- 
ing. The survey was conducted by 
the university's college of com-| 
merce, under the direction of Dr. 
Kenneth Dameron. 

In addition, the survey shows | 
44% of the families have pur- 
chased a new product or brand in 
the past month. Of these, 87% had 
seen the product advertised on TV. | 

Dr. Dameron reported that new | 
purchases occurred more often} 
among lower income families and | 
in the 35-49 age group. But tele-; 
vision’s influence, he said, was} 
most marked in the upper-middle | 
income group, because 100% said | 
they are influenced by TV adver- | 
tising. | 


EVANSTON CHILDREN 

NOW SEE LESS TV 
* Sr. Louis, March 5—Children of 
television families in Evanston, | 
Ill., average 19 hours weekly view- 
ing, two hours less than a year | 
ago. Dr. Paul Witty, Northwestern | 
University professor of education, | 
disclosed these and other findings 
at an American Educational Re-| 
search Assn. meeting here last 
week. 

His report covered a survey of | 
1,400 Evanston children, parents; 
and teachers. Children’s viewing | 
time dropped 12% during the first | 
year of set ownership, he said. It 
dropped 2% the second year. 

The survey shows most viewing 
is done between 6:30 and 8:30 
p.m. As a result, the children see | 
more adult than children’s shows. | 
In addition, it was found that cow- | 
boy pictures do not rank first in 
any age group among these chil- 
dren. 


s Reading by young viewers has 
declined since TV came in, al-| 
though as many comics books are | 
read as before. Dr. Witty said} 
young viewers do not accept pro- | 
grams indiscriminately. Students | 
in 7th and 8th grades, for example, 
want more shows about the gov- | 
ernment. They also ask for cur-| 
rent events shows, musicals and | 
science features. 

Children reported that 68% of | 
their families owned sets in 1951. | 
This compares with 43% in 1950. 
Of the teachers surveyed, only! 
26% own TV sets. | 


Lee Rich Joins B&B 

Lee Rich, formerly media direc- 
tor with William H. Weintraub Co.., | 
New York, has joined the media! 
department of Benton & Bowles, 
New York, as a print supervisor. 


Dennett Joins ‘Oil Daily’ 
Donald H. Dennett, for the past | 
20 years associated with the Chi- 
cago Journal of Commerce, has} 
joined the Chicago advertising 
sales staff of Oil Daily. | 


WKBV Joins ABC Radio 

WKBYV, Richmond, Ind., has af-| 
filiated with the radio network of 
the American Broadcasting Co. 


QUINCY 


MASSACHUSETTS 
Fourth (4th) Market in Massachusetts 
Covered By The 
QUINCY PATRIOT-LEDGER 


$119,399,000 Effective buying 
,  tmcome 
| $99,277,000 Retail Sales | 
{ Quality of market index 112 
b Advertise and sell in Quincy 

ASK FOR OUR RETAIL DISTRIBUTION SURVEY 


Nationally Represented hw 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal e centers 
— GET OUR CITY ZONE FOLDER — 


| Sau-Sea Appoints Agency 


{ed to direct advertising for Sau- 


| will 


Kastor, Farrell, Chesley & Clif- of Michener & O'Connor, Harris- 
ford, New York, has been appoint-| burg, Pa. 


Sea Foods, Yonkers, N. Y., pro- Promotes P. H. Northchild 

cessor of frozen food products.| Citrus Products Co., Chicago, 
Newspapers, radio and television| beverages bottler, 
be used. Mann-Ellis, New) P. H. Northchild to v.p. in charge 
York, is the previous agency. of sales. He joined Citrus in 1924 


has been appointed copy director | 


has promoted | 


Henry Joins Robert Orr 

Samuel J. Henry Jr. has joined 
Robert W. Orr & Associates, New 
York, as v.p. and account execu- 
tive. Associated with the airline 
and advertising business for more 
than 20 years, Mr. Henry was for- 
merly with Trans World Airlines 
as director of advertising-media 
He joined TWA in 1945. 


American Silk Names Agency 

Frederick-Clinton Co. New 
York, has been appointed to direct 
advertising for American Silk 
Mills, New York. Plans call for 
trade and consumer campaigns to 
launch an exclusive group of fab- 
rics and a new patented yarn, 
Totarn. Kent Sisters Advertising, 
New York, is the previous agency. 


as ad manager. 
Sicari Joins Salzman 
Joseph L. Sicari, formerly edi- 
tor of Retail Tobacconist and To- 
bacco Jobber, has been appointed 
account executive in charge of the 
business publication department of 
Hal A. Salzman, New York public 
relations counsel. 


THIS IS ‘Mac’? MacCAREY — (Another W-G Salesman) 


A. C. “Mac” MacCarey, Vice President and Manager of our Boston office, is a good 
salesman. Advertisers and advertising agencies like him for his sound logic and 
quiet persevering manner which are supported by extensive experience “Mac 
will help you too. Call “Mac” or any Ward-Griffith salesman, all of whom are backed 
by the knowledge, experience and resources of our entire organization All business 
is local! Buy newspaper advertising! 


Please note individual advertisements of our newspapers throughout this issue. 


Goodman to Hicks & Greist 


Richard E. Goodman, formerly 
assistant advertising manager of 


WARD.-GRIFFITH CO. 


DAILY NEWSPAPER REPRESENTATIVES 


Krich-Radisco Inc., has joined the Park Lexington Building Piaza 5-7028 NEW YORK | 
copy staff of Hicks & Greist, New Wrigley Building Superior 7-2485 CHICAGO : 
York. General Motors Building Trinity 3-6365 DETROIT <i 
Statler Office Building .. Liberty 2-5669 BOSTON q 
22 Marietta Street Walnut 1231 ATLANTA 
215 Builders Building )-8020 CHARLOTTE 


SAN FRANCESCO 
PHILADELPHIA 


Hirsch Named Copy Director 
Reba Hirsch, formerly with Ed 
Shapiro Advertising, Philadelphia, 


Russ Building Yukon 2-2-6028 
Lincoln Liberty Building Locust 17-4279 


GET OUR CITY ZONE FOLDER 


Farm Valuation and Acreage “ 
Washington Oregon Idaho Utoh All Four 
Value, Land and Buildings: { 
1950 Average per Farm $20,744 $19,963 $22,475 $19,433 $20,699 t 
1945 Average per Farm $11,268 $11,054 $11,888 $9,947 $11,097 ; ; 
Per cent Increase 84.10 80.60 89.06 95.37 86.53 H ; 
Average Size of Farm: 5 7 
1950 Acreage 248.8 339.8 328.3 440.2 317.2 i 
1945 Acreage 209.3 3129 301.3 391.7 281.2 : ; 
Per cent Increase 18.87 8.60 8.96 12.38 12.80 : 
Value of Land per Acre: ; F 
1950 Average $ 86.31 $ 62.73 $ 73.01 $ 48.38 $ 69.11 2 ; 
1945 Average $ 53.84 $ 35.32 $ 39.46 $ 25.40 $ 39.69 : 
Per cent Increase 60.31 7760 85.02 9047 74.12 } 
Facilities and Equipment ' 
Farms Having Telephones: ’ 
Per cent Reporting, 1950 57.53 50.32 55.27 51.77 54.12 : 
Per cent Reporting, 1945 44.44 4062 41.98 32.21 41.29 1 
Per cent Increase 29.46 23.88 31.66 60.73 31.07 } 
Farms Having Electricity: . 
Per cent Reporting, 1950 92.52 91.29 92.42 89.35 91.73 i E 
Per cent Reporting, 1945 85.06 76.66 77.10 73.52 79.54 “ 
Per cent Increase 8.77 19.08 19.87 21.53 15.33 
Per cent Electrified Farms Owning (1950): 
Electric Woter Pumps 65.47 67.31 69.49 25.22 61.99 . 
Valuation of Land and Buildings Electric Water Heaters 53.05 55.23 5255 37.64 51.74 ' 
* Electric Washing Machines 92.35 91.61 92.71 93.00 92.23 
Increases 86% in Five Years Home Freezers 15.67 17.00 1608 1282 15.82 f 
“Th aa 7 Electric Chick Brooders 21.00 19.64 27.76 13.38 20.87 $ 
x a as a ‘ Electric Feed Grinders 1.90 1.72 2.57 2.06 2.01 a. 
$s axiomatic arm machi sales i 
on eae Gee ee a Automobiles, Trucks, and Tractors ' 
have become convinced of the advantages of Automobiles per Th d Farms: , 
mechanization through practical experience. 1950 Average 996 1,035 992 859 990 
Pacific Northwest farmers — already far 1945 Average 7” 900 669 ik 900 
above average in machinery ownership— Per cent Increase 7.21 10.11 14.95 11.41 10.00 
added substantially to their facilities between Trucks per Thousand Farms: | 
1945 and 1950. 1950 Average ~ 691 660 737 635 684 
have, * 1945 Average 501 445 460 417 
oak pein ve - ie ee Per cent increase 37.92 48.31 60.22 5228 46.78 
Northwest farmers possess extra buyin Teactors per Thoveand Farms: het 
power with which to satisfy their wants a Sue Average a4 _ - = - ante 
needs for all kinds of equipment and products 1945 Average 401 454 489 261 417 
for farm and household use. Per cent Increase 96.76 93.39 10000 15364 101.44 
Get YOUR product on their shopping list! Miscellaneous 
pace ewe Ncagee | pod oo — ap the ogg Farms (1950): si sai “ “— . 
—— ‘ ilking Machines 74 « ~ 
Pacific Northwest Farm Quad. Grain Combines 12 16) 259 117 159 iy 
Corn Pickers 1 3 3 1 2 i 
Pick-Up Hay Balers 28 37 56 60 4) & 
Upright Silos 63 72 22 48 55 : 
Pit or Trench Silos W 7 31 100 25 r 
Source: 1950 United States Census (Preliminary : 


ADVERTISING REPRESENTATIVES 
Western Associated Form Papers, Chicogo, New York, San Francisco 


GENERAL OFFICES: Spokane, Washington 
STATE OFFICES: Seattle, Portland, Boise, Salt Lake City 


THE BILLION DOLLAR 
FARM QUAD MARKET 
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Wile Promotes Benedictine—the Color 


New York, March 4—Benedic- | 
tine should be popular with the 
ladies this spring. The new Bene- 
dictine color, that is. Maybe the 
drink, too 

That's a consummation devoutly 
wished by Julius Wile Sons & Co., 
distributor of Benedictine (the 
golden brown libation). Wile has 


ROCKY MOUNT 


NORTH CAROLINA 


One of the nine LARGEST cities 
in North Carolina, offering a field 
rich in Agriculture, Manufacturing, 
Tobacco Culture and Marketing and 
served by its only newspaper, the 
Evening and Sunday Telegram 


SEND FOR OUR STANDARD MARKET DATA BOOK 
Nationally Represented vy 


WARD-GRIFFITH CO. 
The Ward-Griftith Co. maintains offices 
‘in all principal: centers 
GET OUR CITY ZONE FOLDER — 


| talking 
| hue, 


busy for a year trying to 
make Benedictine a generic term 
in the fashion world. The idea is 
to follow the lead of dubonnet and 
chartreuse—words which now 
mean both fashionable colors and 
drinks 

Wile, as well as its advertising 
agency, J. D. Tarcher & Co., and 
its public relations company, Rob- 
ert S. Taplinger & Associates, | 
thinks that if enough ladies get to 
about Benedictine, the| 
the idea will carry over to} 
their drinking habits. } 


been 


® So far, about $4,500,000 has been 
spent in advertising the new color. | 
Not by Wile, but by dress makers, | 
hosiery houses, shoe makers and 
big department stores. 

It all started last spring when} 
Wile went to the Textile Color | 
Card Assn., a group including tex- 
tile weavers, apparel makers, dy- 
ers and tanners. Wile proposed 


FROM FRANCE—Jeanne Daneboude, visitor from Fecamp, France, where the famous 

Benedictine Abbey is located, visits the office of Julius Wile Sons & Co., distributor 

of Benedictine. She's standing alongside a diorama which will be on display in 
connection with a Benedictine promotion. 


that the blondish brown Benedic- 
tine shade be included in the as- 
sociation’s color charts, Wile went 
to the right place. The association 
is practically the Bible on what 
colors will be top fashion 

A tie-in promotion was conduc- 


ted with Vogue. Its January, 1952, 
issue carried six pages of editorial 
and picture mention of the new 
color. There was even a Benedic- 
tine fabric insertion, which Vogue 
sent to important manufacturers, 
wholesalers, decorators and de- 
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FOR MAXIMUM SALES APPEAL 


Print YOUR car 


Get this assurance, the 
order car cards! Specity Falpaco Coated 


Blanks, tamous tor 


and exceptionally smooth finish 


you will be sure of 
and perfect register 


will bring out the best in your design, 
colors and copy 


next time you 
color 
Then 
fine reproduction 
the kind which 


blue-white 


coated one side, 


Car Card printers 


Neu 


The Seagram's Seven Crown end card 
shown above ts an excellent example 
ot Falpaco sales effectiveness 
printed in four color process 
press, on 5-ply Falpaco Coated Blanks, 
by Bragaw-Hill, Inc., 
of New York City, 


FALULAH 


York Office—500 Fifth Avenue, New York 18 + Mills: Fitchburg, Mass. 


It was and varnish 


letter 


one of the leading 
Paper 


Distributed by 
Merchants 


cards on FALPACO COATED BLANKS 


Falpaco Coated Blanks are also 
specially coated for offset lithography 


As a first step, ask your paper 
merchant for samples and prices. 


Authorized 
from Coast to Coast 


PAPER 


COMPANY 


Advertising Age, March 10, 1952 
partment stores. 


s The January Vogue also carried 
a Wile page ad which tied into 
the fashion copy. Wile’s copy was 
headed: “Good taste ... good fash- 
|ion.” The text talked of “a flavor, 
la fashion that can’t be copied.” 
|The facing page was an ad for 
| manufacturer Hannah Troy. And 
| the Wile and Troy ads ran illustra- 
tions in which the same tuxedoed 
male model appeared. 

In February, Vogue ran ten 
pages of editorial and national ad- 
vertising on Benedictine creations. 
The Vogue-Benedictine promotion 
was accepted by the Saks group; 
Jordan-Marsh, Boston; Frost Bros., 
San Antonio; Rike-Kumler, Day- 
ton; F. & R. Lazarus Co., Colum- 
bus; G. Fox, Hartford, and Denver 
Dry Goods Co. 

Stores like Marshall Field, Chi- 
cago: Lord & Taylor, New York, 
and Bullock’s, Los Angeles, took 
advantage of the official status 
lent the promotion by the Textile 
Color Card Assn.’s blessing. They 
spent lots of money advertising the 
new spring color and giving entire 
windows over to Benedictine mer- 
chandise. 


® While all this was going on, Wile 
Sons was preparing 1,000 special 
| window displays for its liquor 
| dealers and department stores. The 
|displays featured a diorama in 
three sizes of the Benedictine Ab- 
bey in Fecamp, France. Wile also 
made up window cards, dummy 
bottles and plastic cut-outs. In- 
cluded in the point of sale material 
were three yards of Benedictine 
| fabric for liquor store windows. 
Special credit cards went to all 
| outlets to enable Wile dealers to 
'make tie-ins with department 
| stores. These gave credit to fashion 
promotions in return for credit 
|cards placed in department store 
windows crediting the liqueur. 
Nor did that end it. Wile went to 
the maker of Benedictine in 
France and urged him to prepare 
a short motion picture on “The 
Story of Benedictine.” 
| The 15-minute film will be 
| shown in the U. S. later this month. 
| It will precede the premiere of a 
| regular French movie, “Under the 
| Paris Sky,” at the Paris Theater 
here. The program also will in- 
| clude a live fashion show for the 
| benefit of the fashion press. 
Benedictine will be served, of 
course. 


| GE Promotes Three 


Telechron division of Gen- 
|}eral Electric Co., Ashland, Mass.. 
has promoted Gilbert H. Carlson, 
formerly sales representative in 
the New York territory, to nation- 
al accounts representative with 
headquarters in New York. He will 
handle chain and premium ac- 
counts nationally. Roger A. Thom- 
as, assistant to the clock sales man- 
ager, has been advanced to suc- 
ceed Mr. Carlson. Robert D. 
Kokins has been promoted from 
the sales order service at the home 
office to sales representative in the 
Baltimore and Washington areas. 


Lightman Joins Otto 


Harold A. Lightman, formerly 
with William H. Weintraub & Co., 
New York, has joined Robert Otto 
& Co., New York, as account ex- 
ecutive. Mr. Lightman has also 
| been with Grant Advertising and 
| Sears, Roebuck & Co. 


SALISBURY 


NORTH CAROLINA 


MARKET 
MEDIUM 
COST 

Sell the heart of the rich and prosper- 
ous Carolina market through its only 
newspaper—THE SALISBURY POST. 
OF earn s OF semana 


WARD-GRIFFITH CO. 


The Word Griffith Co maintains offices 


in all prncpol advertising centers 


— GET OUR CITY ZONE FOLDER - 
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AC CAMPAIGN—This page ad is one 

of many which AC Spark Plug division 

of General Motors will run in magazines 

during 1952. D. P. Brother & Co., De- 
troit, is the AC agency. 


Donald Duck Helps 
New Lime Cola Line 


CHATTANOOGA, March 6—Donald 
Duck, Walt Disney’s most popular 
character, and Lime Cola Co. are 
going into business together. 

The Disney character’s name 
will be used on a new line of soft 
drinks to be marketed by Lime 
Cola. The leader in the line is ex- 
pected to be a lime-flavored cola 
drink developed by Dr. J. S. Pem- 
berton of Atlanta, one of the pio- 
neers of the cola industry. Eleven 
other flavors will be sold under 
the Donald Duck label. 

Newspaper ads, radio jingles 
and outdoor will be used in the 
introductory campaign. Also, bot- 
tlers will receive point of sale dis- 
plays, decorative carry-home pack- 
ages and other aids. 


Agency Adds Four to Statt 

Aubrey, Finlay, Marley & Hodg- 
son, Chicago agency, has added 
four members to its staff. They 
are: Clifford E. Briggs, formerly 
account executive with Fuller & 
Smith & Ross, Cleveland; Thomas 
M. Murrane, previously with Klau- 
Van Pietersom-Dunlap Associates, 
Milwaukee; Kenneth W. Snyder, 
who has been with the farm divi- 
sion of the Portland Cement Assn., 
Chicago, and Kenneth M. Hill, 
formerly tractor and implement 
buyer for Montgomery Ward & Co., 
Chicago, and more recently spe- 
cializing in farm operations in the 
Dakotas. 


Canada Dry Appoints Two 
Canada Dry Ginger Ale Inc., 
New York, has appointed Allan 
Glazebrook national syrup sales 
manager. He formerly was in 
charge of developing the com- 
pany’s syrup operations in metro- 
politan New York. Joseph R. Ly- 
ons, formerly head of the syrup 
sales department, has been named 
to the newly created position of 
national sales service manager. 


Appoints McNeill & McCleery 
M. Jackman & Sons, Los Ange- 
les manufacturer of men’s suits, 
sportcoats and shirts, has ap- 
pointed McNeill & McCleery, Hol- 
lywood, to direct its advertising. 


Enzinger to Abbott Kimball 


George Enzinger, formerly v.p. 
of Smith, Benson & McClure, has 
been appointed executive v.p. of 
Abbott Kimball Co. He will be in 
charge of its Chicago office. 


WISCONSIN 
One of the FURNITURE 
MANUFACTURING CEN- 
TERS of the WORLD. Go 
after sales in that market with 
your advertising in the SHE- 
BOYGAN PRESS. We will 
COOPERATE! 


SEND FOR oun SHEBOYGAN MARKET FOLDER 


WARD- GRIFFITH co. 
The Word-Griffith Co. maintains offices 
‘in all principal centers 

— GET OUR CITY TONE to'nec3o — 


Italy Opens TV Station No. 2 


Radio Audizione Italiano, Italian | 
government broadcasting company, | tor of “Trade News,” monthly mer-| 
will open the second television sta-| chandising publication of the Jour-| has appointed Lawrence Boles | 
nal, Portland, Ore., has been ap-| 
The Italian government has or-| pointed to the promotion depart-|vertising, sales promotion 1 


tion in Italy in Milan this April 


dered General Electric to build 11} 
more TV transmitters. These will 
be installed in Florence, Naples, | 
Palermo, Portofino, San Paolo, 
Reggio Calabria, Monte Penice, 
Monte Vende and Monte Calvo. 


Ten High Bourbon Returns 
Hiram Walker Inc., Detroit, 
has begun to remarket its straight 
bourbon, Ten High. The brand 
was removed from sale during the 
war. An intensive drive to rein- 
troduce the bourbon includes 
newspaper ads in color in lead- 
ing markets and trade publica-)| 


|tions. The company has not an- 
| nounced the agency to handle the 
/ account. 


| Fraser Joins Hyster Co. 
Charles A. Fraser, formerly edi- | 


ment of Hyster Co., Portland,| 
maker of tractor hoists, mobile 
cranes, and other moving equip- 
| ment. 

| 

| Doucet Promoted to Ad Head 


Edward Doucet Jr. has been pro- | 
moted from sales engineer in the) 
Detroit district office to ad man- | 
ager of Vickers Inc., Detroit man- | 
ufacturer of hydraulic equipment. 
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| Perma- Line Names PR Counsel 

Perma-Line Corp., maker of 
| permanent traffic lines, has ap- 
pointed Harold Merckle Associates, 
New York, to handle its public re- 
lations. 


|To Lawrence Boles Hicks 


Ann Haviland, perfume and| 
bath preparations manufacturer, 


Hicks, New York, to handle ad- 


publicity. A consumer and bus 


|ness publication campaign for its | TORONTO, CANADA 


tgaons line will start soon. 
| | Capital City of dct — Canada's Richest 
| Province — Having One-Third of Canada’s 
Total wepeiates and 42% of Retail Sales— 
Blanketed by the 


TORONTO DAILY STAR 


tion (largest in 


| Spencese DiMaggio on TV 


| Buitoni Macaroni Corp., New| 
York, will present “Joe DiMaggio’s | 
Dugout” over NBC-TV starting | — 490,000 o# 
April 6 at 11:45 a.m., EST. Time| Canada) 
| for the show was bought through | | — 80% coverage of Toronto 
| Albert Frank-Guenther Law. — 50% coverage of 45 prosperous 


| Ontario centers 
| SEND FOR OUR COMPLETE DETAILED manast FACTS 
Represented In United States By 


|Appoints Heinrich Advertising Blair Appoints Fritz 


Don Heinrich Advertising, Pe-| Charles D. Fritz, formerly with 
oria, has been appointed to direct| Katz Agency, has been appointed 
advertising and promotion for the | to head the Detroit office of John 
Bourbon Supreme brand of Ameri-| Blair & Co., radio station repre- 
can Distilling Co., Pekin, Ill. | sentative. ' 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. mointains offices 


in all principal advertising centers * 
— GET OUR CITY ZONE FOLDER — 


BUT JUST RIGHT* 


Jn Wellin Washeagte 


> 
JNOT TOO SMALL... | 


manage Dr tas 


PAOD ARNT SAE ORL A HA a4 


NOT TOO BIG... 


ee eee Tn 


*JUST RIGHT means no-waste, low-cost coverage of the 
concentrated “hook” market of Western Washington, home 
for 86.9% of the people, though only 7% of the land area. 


Some stations are too small to do a “market” job. 


Some stations are too big — go far beyond the market into 


non-productive areas — at high cost. 


Buy KJR for just right, low-cost, no-waste circulation! 


A MARSHALL FIELD STATION—AN ABC AFFILIATE 
REPRESENTED NATIONALLY BY AVERY-KNODEL, INC. 


K JR's 5000 watts is all you need 
for the rich, concentrated Sound 
market. Our “‘hook"’ coverage 


means low-cost selling. 
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re 


FLORIDA Minneapolis adve 


: Florida's Year "Round Resort Reached By | -ecjalist, has been appointed to 
DAYTONA BEACH WEWS-JOURWAL | Girect advertising and production 


. Daytona Beach is an unusual test corvice for EZ- 
market: its thousands of visitors Saeenent _ 
come from ali over the US. NT etetrennee disar 
Cuba and South America. Yts Sum- | St@/rways si 
mer seasons now rival its Winters in -— one aos 
tourist sularity. yn March 15, 
Over $58 900 000 effective buying in- move to new an 
aor 50 200,000 tail on the second fl 
or $60,200,000 retail sales. Carlson Bldg 
. A quality market index of 139. coins ‘ 
1950 total edvertisin, 11,416,160 


_— 


Vvrw w 


Represented by V. 4. Obenauer Jr. In Jeckeanville 


co, has added H 

w R D-GRIFFITH CO. partner. In addi 
The Werd-Griftith Co. maintains offices has moved to the 
in all principal advertising centers plans to open ar 


SEND FOR OUR ADVERTISERS’ MERCHANDISING PLAN) Names Herb Warren Partner 


And Netienslly Represented By Pavia Advertis 


—~-GET OUR CITY ZONE FOLDER — Italy, in early summer 


Gets EZ-Way:| Ratings Confusion Will Be Lively Topic 


rtising production 


Mi to La Quarters 
DAYTONA BEA CH acnsaiuain & Associates, | Cl Canadian Assn. of Broadcasters Meet 


Ottawa, Canapa, March 7—U.S.| nadian radio station operators as 
broadcasters are not alone in their! that voiced by Stanley Breyer of 


Way Sales Inc.,| concern over rating confusion. KJBS, San Francisco. Two years 


ypearing ladders the 
installations 

the agency will 
d larger quarters c 
oor of the Victor) Prosram ratings in 


, maker of folding} One of the liveliest sessions at}ago he suggested the industry 
Canadian Assn 
casters’ annual conference is ex-| whether Hooper or Pulse ratings 
pected to be that devoted to radio! in his area were accurate. A com- 
Canada. The! mittee appointed as a result of 


of Broad-|make an “impartial test” to see 


four-day meeting starts March 24) Mr Breyer’s proposal recom- 


in Toronto. 


ing, San Francis- 
erb Warren as a 
tion, the agency 


mended an evaluation of all meth- 


At that time a special committee | ods used to measure radio’s audi- 
will present its findings and make! ence. This project has yet to get 
recommendations. Headed by C.| past the recommendation stage.) 
W. McQuillin, manager of the ra- 


Phelan Bldg. and | dio and television division of Cock-| _ yyy McQuillin said the com- 


1 office in Rome, | field Brown & Co., 


this group has 
analyzed the differences between 1951 
Canada’s two principal rating 
1| services—Elliott Haynes Ltd. and 
|Penn McLeod & Associates 


THE WAY-TO-DO-IT 


ml * . 
Christian. BUSINESS MAGAZINE FOR TODAY'S ALERT CHURCH LEADERS || 


mittee started its study early in 


misunderstanding of apparent dif- 
ferences” between Haynes and 
McLeod reports. There have been 
talks with A. C. Nielsen, C. E 


‘ife NET PAID CIRCULATION 56,968 — MAY, 1951 |@ (Editor’s note—Though both are| Hooper and other research experts 
16.97% Pastors | based on the telephone coinciden-| The group has made no effort to 
434 S$. Wabash Avenve, 20.43% Church Officers tal, their reports frequently dis-| test the Canadian services against | 
Gene 5, Wines 0 ne a Seneet —— |agree. This has caused the same} an impartial yardstick. 
eee eeeesesosessesoeseosooseocoeseseeeeese2e88 kind of consternation among Ca- “Instead, we have confined our- 


E 


—— doeace the critical 
| iron and stee/ 


| Serap problem | 


a 


It's a problem calling for the assistance 
of every thoughtful business man—now. 


Unless the steel mills get more scrap 


furnaces may have to be shut down 
Shut down—at a time when our armed 
forces need more and more equipment. . . 


when civilian demands for steel are greater 


than ever when our economy is fight- 


ing desperately against inflation! 


3A ; You Can Help. Yes... regardless of the 
, business you're in... you're in the scrap 


business, too 


If you're in the steel-fabricating bus- 


ADVERTISING 


iness, you have extra dormant scrap to be 
added to your production scrap. 

If you’re in any other business, you 
surely have idle metal that will do you— 
and America— more good being fed into 


furnaces than ( luttering up your premises. 


Write for Suggestions. The booklet 
shown here tells how to set up a Scrap 
Salvage Program with least amount of 
eflort and minimum interference with your 
regular operation, It tells where to look for 
scrap, what to do with it when you get it. 

You are urged to send for the booklet 


NATIONAL dad 
PRODUCTION AUTHORITY, 9 
: DEPARTMENT oF COMMERCE 
and 


COMMITTEE FoR sceap 
HRON AND STEEL OF THE 
AMERICAN IRON & STEEL 
iMSTITUTE 


now. Use the coupon. 
FACTS ABOUT SCRAP SALVAGE 
Steel production 1950 — 97,800,000 net tons 


Estimated capacity 1952 — 119,500,000 net tons 
Purchased 
scrap used* 1950 — 29,500,000 gross tons 

Estimated purchased 
scrap requirement * 1952 — 36,200,000 gross tons 
*All consumers 

Where will the extra tonnage come 
from? Mostly from your dormant metal— 
obsolete machines and structures, tools, 


jigs, fixtures, gears, wheels, chains, track. 


NON FERROUS METAL NEEDED, TOO: 


Advertising Council 
This advertisement is 25 W. 45th St. 
a contribution, in the national interest, by New York 19, N. Y. 

Please send mea copy of the free booklet: “Top Manage- 
ment: Your Program for Emergency Scrap Recovery”. 


AGE NAME. .....+- 


as a result of the “general| 


Advertising Age, March 16, 1952 


selves to analyses from a statisti- 
cal and psychological basis,” Mr. 
McQuillin told ADVERTISING AGE. 
“And we have attempted to meas- 
ure up possibilities for some kind 
of a field of accuracy to satisfy 
the industry.” 

| 

| 

|= The committee will point up the 
| differences in the services. Haynes, 
which has been in the business 17 
|} years, provides the stations with 
| program ratings. Relative new- 
comer McLeod gives reports to the 
stations on a half-hour strip basis, 
irrespective of programs. A third 
company, International Survey, 
uses the diary system as a basis 
for national and regional program 
ratings. 

As Mr. McQuillin sees it, the 
| group’s primary aim must be to 
clear up the confusion that exists 
in the minds of broadcasters as to 
what they are buying when they 
subscribe to a particular service. 

The study will attempt to show 
what each is intended to measure; 
to explain differences “real or ap- 
| parent,” and to outline other pos- 
sible methods and what they have 
|to offer. Then the committee will 
| make its recommendations for pos- 
sible future action. 


@ What happens after that will be 
up to the association’s membership 
| The stations may recommend an 
entirely new listenership study 
system. Sources here feel that two 
other alternative courses of action 
are more likely: (1) the Broad- 
cast Bureau of Measurement 
jointly owned and operated by the 
Assn. of Canadian Advertisers, 
Canadian Assn. of Advertising 
Agencies, Canadian Broadcasting 
Corp. and the Canadian Assn. of 
Broadcasters—will be asked to set 
up standards for listenership sur- 
veys and approve those companies 
abiding by them, or (2) the BBM 
will be asked to take over program 
ratings, using the telephone coin- 
cidental or some other method 


@ Some Canadian broadcasters, 
like some U. S. executives, feel 
that the rating confusion is of ra- 
dio’s own making. As T. J. Allard, 
general manager of the Canadian 
Assn. of Broadcasters, puts it: 

“It is my own view that broad- 
casting made a mistake in ever 
getting into the listenership field 
to any greater extent than printed 
publications are in the readership 
field. I believe it would have been 
more valuable to sponsors, agen- 
cies and broadcasters had we re- 
mained with BBM or circulation 
figures just as printed publications 
have remained with ABC or cir- 
culation figures.” 

Other members on the ratings 
survey committee are: H. F. 
Chevrier, statistician, CBC; T. 
Ralph Hart, radio director, Spitzer 
& Mills; J. E. Potts, group ad man- 
ager, Lever Bros. Ltd.; Pat Free- 
man, director of sales and research, 
CAB; Horace N. Stovin, v.p. of 
BBM, and Professors A. H. Shep- 
hard and K. S. Bernhardt, both of 
the University of Toronto's depart- 

pa of psychology. 


;}@ One sign of concern over the 
rating problem was the resolution 
passed at the recent meeting of the 

| British Columbia Assn. of Broad- 

casters. Introduced by George C. 


ELIZABETH 


| NEW JERSEY 
A Wealthy Market For Your Product 


Covered By The 
ELIZABETH DAILY JOURNAL 
75% of Union County’s Retail Sales 
($417,354,000) are made in the 
Elizabeth Daily Journal’s Trading 
Market. Advertise in the 
ELIZABETH DAILY JOURNAT. 

ASK FOR ADDITIONAL MARKET FACTS 


Nationally Fepresented by 
WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 


in all principal advertising centers 
— GET OUR CITY ZONE FOLDER — 
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_ Our railroad? No! 


YOUR RAILROAD 
..the Rock Island 


CAMPAIGN OPENER—In celebration of its 100th year of railroading, Chicago, 

Rock Island & Pacific Railway Co. opened its 1952 ad campaign with this four- 

color spread in the march 1 Saturday Evening Post. Copy features the road's 
new institutional approach. Henri, Hurst & McDonald is the agency. 


Chandler, manager of CJOR, Van-| CCA To Hold Coast Clinics 
couver, this resolution called on Controlled Circulation 
CAB to take the lead in clearing 


up the confusion resulting from| March 26 at the Biltmore, Los 
the “disparity” between the ratings Angeles. 


will hold an all-day clinic session 


Heald Promotes Two 
Frederick J. Underwood 

Philip H. Warren Jr. have been 

promoted to publicity manager and 


relations programs of the company. 
Each has been with Heald for the 
past 12 years. 


KTHS Increases Power 


The Federal Communications 
| Commission has authorized KTHS 
| Hot Springs, Ark., to increase its 
|power to 50kw. The 
|also granted the station 
sion to move to Little Rock. The 
station will remain in Hot Springs 
until new facilities are completed 
| in Little Rock. 


Hartman Leaves Belmont 
G. L. Hartman has resigned as 


general sales manager of Belmont} 


| Radio Corp., Chicago manufac- 
{turer of Raytheon television and 


Audit} radio receivers. No reason for the 


|r resignation has been given. A suc- 
— to Mr. Hartman has not 
been named as yet 


and | 


assistant publicity manager, re-| 
spectively, of Heald Machine Co., 
Worcester, Mass. They will both} 


handle the advertising and public | 


commission | 
permis- | 


| Handles Special TV Campaign 

William H. Weintraub & Co., 
New York, has been named to han- 
die a special television campaign 
for Knox Gelatine Co., Johnstown, 
N. Y. The present agency, Charles 
W. Hoyt Co., New York, will con- 
tinue to service the rest of the 
consumer advertising for the com- 
pany. Effective March 24, Knox) 


Gelatine will sponsor 10 minutes | 


weekly of Dave Garroway’s “To-| 


day” over NBC-TV 


mission’s blueprints for the future, 
“The Chicago of Tomorrow.” The 
film cost the agency $75,000. 


Appointed U. S. Distributor 


Le Trappeur Inc., Boston, has | 
been appointed exclusive import- | 
er-distributor in the U. S. for) 
Luxor spinning reels and mono- 
filament lines for both salt water 
and fresh water casting. Chambers 
& Wiswell, Boston, is the Le ar 
peur agency. 


FC&B Makes Film on Chicago | 


As a “public gesture,” Foote, 
Cone & Belding, Chicago, has 
made, without charge, a _ film)! 


based on the Chicago Plan Com-| 
| reaches more Canadians 


Ronson Promotes Stein 

Herbert M. Stein, assistant 
vertising director of Ronson Art 
Metal Works Inc., Newark, has 
been promoted to assistant general 
sales manager. He has been with 
Ronson since 1949. 


ad- 


Stetten Co. Gets Account 

Paul J. Steffen Co., Chicago, has 
been appointed to handle adver- 
| tising for Safety Socket Screw Co., 
| Chicago, maker of socket screw 
| and bolt products. 


In CANADA 


THE STAR WEEKLY 


‘than any other publication 


| 


It Can Help Your Company 


Increase Sales in Canada 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
centers 


in all principal advertising 
} — GET OUR CITY ZONE FOLDER — 


furnished by Haynes and McLeod. 
Mr. Chandler suggested the CAB 
ask the research companies: 

“To assist the industry... by 
making available to the CAB and 
its members...the work sheets 
used in the compilation of their 
ratings, information on the meth- 
ods they use to select their samples, 
information on the actual size of 
the samples and actual methods 
they use to control their operator 
staff... 

“To (in the interests of the in- 
dustry) allow any members of the 
CAB to have published any mate- 
rial relating to the above, pro- 
vided it is cleared prior to publi- 
cation by the board of the CAB.” 

Implementation of the resolu- 
tion must await action by the CAB 
board of directors. 


Business Papers Edition 
of Directory Is Issued 

The 1952 business publications 
edition of the “Editorial Directory” 
has been published by Galub Pub- 
lishing Co., 516 Fifth Ave., New 
York. The book aims to give ad- 
vertisers and publicity people 
facts to help them plan and dis- 
tribute matter better. 

Features of the directory are: 
editorial analyses of 1,200 busi- 
professional 


ness, industrial and 
publications; a list of more than 
5,000 editors, department heads 


and publishers; editorial deadlines 
and publication dates; circulation 
figures, and photo, mat and cut 
policies and needs. 


WLOL Signs League Games 


WLOL, Minneapolis-St. Paul af- | 


filiate of Mutual Broadcasting Sys- 
tem, will carry 
Minneapolis Millers 
games. So far, Minneapolis Brew- 
ing Co. for Grain Belt beer, and) 
B. F. Goodrich Co. have picked up 
the tab for the games. The station 
also will carry Mutual’s “Game 
of the Day” when it doesn’t con- 
flict with the Millers’ schedule. Lo- 
cal time for these broadcasts has 
been sold to Gluek Brewing Co. 
and Twin City Federal Savings & 
Loan. 


KH]-TV Combines Offices 

KHJ-TV, Hollywood, has moved 
all its offices and operations to one 
address, 1313 N. Vine St. 


HAVERHILL 


MASSACHUSETTS 
A Trading Zone Population Of 
104,479 Reached Thru The 
HAVERHILL GAZETTE 
Get your share of Haverhill’s 
$59,000,000 effective buying income. 
Retail sales are over $51,000,000 
and food sales top $16,000,000. 
REQUEST MORE FACTS—ADVERTISE IN HAVERHILL 


Nationally Represented by 


WARD-GRIFFITH CO. 
The Ward-Griffith Co. maintains offices 
in all principal centers 


advertising 
— GET OUR CITY ZONE FOLDER — 


all broadcasts of} 


baseball | 


| 


\ 


Case Study Shows: MORE SPACE IN FEWER, 


MORE CAREFULLY SELECTED, BUSINESS PUB- 
LICATIONS PROVIDES MAXIMUM EFFECTIVENESS. 


PROCEDURE: 18 leading industrial 
advertisers conducted a cooperative 
readership study to determine how to 
reach their markets, and the buying in- 
fluence within those markets, most ef- 
fectively .. . and at the least cost. 
Each advertiser mailed a jointly ap- 
proved, uniform questionnaire to a cross 
section of his customers and prospects. 
Each made control checks on his own 
returns. The consolidated returns were 
tabulated by the McGraw-Hill Research 
Department. Total mailings— 198,837; 
ieee (a return of 21.6%). 


100 


RESULTS: The figures in this compos- 
ite chart are based on averages of pub- 
lications serving nine fields developed 
from the survey findings. They do not 
provide a rule as to whether one, two or 
three publications should be used to 
cover a specific field. As a matter of fact, 
duplication or overlapping coverage 
may be desirable under certain condi- 
tions, particularly if it can be purchased 
at the right cost. However, the average 
3rd, 4th and 5th publications shown here 
provide relatively few total contacts at 
a high cost per contact and add com- 


MERE y wom, 


paratively few new contacts to those 
provided by the Ist and 2nd pub- 
lications. 

These results do point up and establish 
this general principle: On the average, 
the 1st and 2nd publications provide 
84 % coverage of the individuals reached 
by all five publications—at 46% of the 
total cost of the five publications. Be- 
yond this point, the law of diminishing 
returns—i.e.: the high cost of buying 
relatively little additional coverage — 
takes over. 


DOP EAL LEADED SOON DA AES RAL ARE LAPLANTE A AE es 


97 


84+ 


2} HOW ADVERTISING VALUES DIMINISH 


a 


SECOND 
PUBLICATION 


COVERAGE NOT PROVIDED BY 
ANY PREVIOUS PUBLICATION 


DUPLICATION WITH ALL 
PRECEDING PUBLICATIONS 


" LEADING TOTAL UNDUPLICATED COVERAGE OF 
LU PUBLICATION ALL FIVE PUBLICATIONS = 100% 
b TOTAL COST OF ALL FIVE 
: PUBLICATIONS = 100% 
} “ 
re) i p Based on the Cooperative Readership mm 1951 
cost —> 26 6 67 86 100 


CONCLUSION: High coverage—and 
maximum impact—can be obtained 
most economically by concentration, 
rather than scatteration, of advertising 
dollars. 


The material for this advertisement was secured from our Research Department's 
Laboratory of Advertising Performance, LAP #1121. A complete report of the study 


is in our booklet, ‘‘New Yardsticks of Media Value.”’ 


If you would like a copy of the 


booklet, or need other facts on subjects related to business paper advertising, ask your 


McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 
@ 


330 WEST 42nd STREET, NEW YORK 36, N. Y. 
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That's all. 


the big circulation 
your best buy! 


“RESPONSE WAS 
Positively THE BEST” - 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” 


where it counts, makes it 


s 7” 
Information for Advertisers 
No. 4277. Effect of TV on School! by Putman Publishing Co., cover- 
Kids ing 23 basic questions-and-an- 


+ “Of Children and Television” is 
2 booklet offered by Xavier 
niversity, Cincinnati, reporting 
fesults of a study made in coopera- 
@on with the Crosley Broadcasting 
Gorp. on the effect of TV on young- 
@ers. Highlights: Kids spend more 
fime watching TV than they spend 
@ school; TV has no appreciable 
@iect on school work; and neither | 
s parental supervision. Pro-| 
am preferences and other details 

e given 


4281. Schedule of New Postal 
Rates 
The Davis Press Inc., Worcester, 
offers a wall chart detail- 
i the new postal rates that went 
igto effect Jan. 1, 1952. It covers 
fore than 20 different types of 
Mpilings affected by the new rates. | 


No. 4282 
f try | 
jin this digest report for execu-| 

tives, McGraw-Hill editors draw 
upon their knowledge of specific 
im@ustries to discuss current trends, 
and project the outlook for indus-| 
trial markets, products and serv-| 
ices. Concise reports cover 29 dif- 
ferent industries and fields. ..for| 
example, coal mining, aircraft 
manufacturing, electronics, metal- 
working, textiles, etc.; 92 pages 


ASS., 


The Pulsebeat of Indus- | 


No. 4285. Spokane in Review. 

Pointing to vastly accelerating 
marketing opportunities in the 
territory served, the Spokesman- 
Review and Spokane Daily Chroni- 
cle offer a new folder, “51 Is Now 
History,” giving quick facts about 
retail and wholesale volume, indus- 
trial growth, population growth, 
and a forecast for 1952 


No, 4284. Handbook for Space Buy- 
ers. 
“How to Buy Better Circulation 
Values” is a new booklet offered 


Note 


USE COUPON TO OBTAIN INFORMATION — Executive and New Business 


| Readers Service Dept., ADVERTISING Acs 


200 E. Illinois St., Chicago 11, Ill. 


| Please send me the following (insert number of each item wanted 


| —piease print or type) 


swers, such as: How can you tell 
if circulation is going into “worth 


while” plants?...Are “20-men-or- 
more” plants really worth while 
plants?...Does high (or low) re-| 


newal percentage mean high (or| 


low) readership? Do company subs 
mean readership, etc? | 


No. 4291. The Outlook in South 
Dakota. 
“Business Survey and Market 


Guide” is a new book offered by 
the Rapid City Daily Journal, cov- 


ering population, retail business, 
transportation, banking, industry, 
building, ete. for the territory 
served by the paper. Lists of 


wholesalers and retailers add to 


the utility of the book. 


No. 4292. New Analysis and Fore- 
cast for Metalworking Field. 
“Erie’s Metalworking Growth” 
is a new study made for Steel by 
Dun & Bradstreet, bringing the 
original Erie Report of 1948 up 
to date. Taking Erie as a typical 
metalworking community, the 
study goes into exhaustive detail 
on changes occurring in metal- 


are read first. Result | 

your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 


WE'RE OPENING A NEW YORK OFFICE | SPACE SALESMAN. Aggressive for new 


THE ADVERTISIN Er PLace f 
Rates: 90¢ per line, minimum charge $3.60. Cash with order. Figure all cap 
lines (maximum—two) 30 letters and spaces per line; upper & lower case 40 
per line. Add two lines for box number. Deadline Wednesday noon 12 days 
Preceding publication date. Display classified takes card rate of $12.00 per 
column inch. Regular card discounts, size and frequency, apply on display. 


POSITIONS WANTED 
COPY CONTACT MAN 
LIKES SAN FRANCISCO 
Bay area mfr. or agency will like the 
planning ability, copy and contact talents 
available now in a 34-yr.-old adv. and 
public relations man who knows San 
Francisco is the finest place in the world 
Exp. with industrial, farm, consumer hard 
goods. I do the kind of work that keeps 
clients and sales managers happy. Worth 
$12,500 to happy clients now 
Box 4336, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
SPACE SALES - 5 YRS. EXPER. 
| Bus. paper contacts Chicago and Midwest. 
Hard worker, U. grad, 33, for trade mag. 

Box 4273, ADVERTISING AGE, 

200 E. Lllinois St., Chicago 11, Tl 
ATTENTION SMALL CHICAGO AGYS. 
Modern designer & artist desires associa- | 
tion with sound agency or company. 15 
yrs. exp. Thorough knowledge of design, 
type & prod. Salary plus profit share 

Box 4335, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Il 
3 yr. TV bkgrd. 5 yrs. editor-admgr. space 
saleslady. Wish to join agcy TV staff 
Columbia Univ. journ. grad. Know wo- 


HELP WANTED 


THIS COULD BE IT 
Top National magazine seeks dynamic 
young advertising or publicity man with 
general experience in related fields for 
key editorial position. His creative value 
would depend upon quality and volume 
of fresh and interesting editorial ideas 
with practically no topics barred. We 
actually created this bridge to editorial 
career which so many admen dream about. 
Application should include all personal 
details, must communicate creative spark 
required. Answers confidential. Write 
Box 4339, ADVERTISING AGE, 
801 Second Ave., New York 17, N. Y¥. 


ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
| 209 S. State St Ha 7-2063 Chicago 
AGENCY PRODUCTION MAN 
| This man is agency employed - perhaps 
Should be 


[as an assistant 
enough in mechanical production and 
| costs - art, engraving, typesetting, print- 
| ing—to head department in medium sized | 
agency in Chicago area. Should know 
traffic direction and expediting. Age un- | 
der 35. Salary open. Write details with 
photo if possible man's angle 

Box 4326, ADVERTISING AGE, | Box 10, 406 So. Spring St. 

200 E. Illinois St., Chicago 11, Il. Los Angeles 13, Calif 


experienced 


experienced | business. College graduate Known in 


Work | Chicago area 


and are looking for an 
advertising man to take charge. 
will be interesting and varied, ircluding Box 4346, ADVERTISING AGE, 
supervision of radio and TV efforts in 200 E. Illinois St 
and around New York; travels through! ARTIST: 
New York State and New England; mer-| sign, 


Chicago 11, Ill 
all mediums 
incl 


de- 
typography, 


Illustration, 
lettering, layout, 


chandising work in behalf of one of our) reproduction. Will relocate; can speculate 


| key accounts. Applicant should reside in Box 4337, ADVERTISING AGE, 

New York, have a thorough all-around / 200 E. Illinois St., Chicago 11, Il! 
background along with personal attri-| ——. MAN s a - - 

| butes essential to being a responsible THIS COPYMAN REALLY KNOWS FOOD 


employee mi pooetite, include photo when | a ro nc os — pe 
writing in detal _ °° | supermarket merchandising background 
—— Sh gg eet Fae | Get-acquainted price: only $7500 “s 
2 inois St., Chicago 11, Ill. | Box 4348, ADVERTISING AGE, 
FRED J. MASTERSON 801 Second Ave., New York 17, N.Y 
ADVERTISING — PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash FR 2-0115 Chicago 
Wanted Sales Manager and Advertising 
Manager for well established West Coast 
firm. Prefer men with beer, food or 
beverage background. Please send com- 
plete resume plus pictures of experience 
Box 4347, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 


TELEVISION COPYWRITER 
Top television writer, CBS, NBC credits 
on high rated network productions for 
varied group of national advertisers seeks 
tv copy assignment with agency. Four 
years agency copy experience 
Box 4340, ADVERTISING AGE, 

801 Second Ave., New York 17, N. ¥ 
We have attractive positions for men 
and women in Advertising and Publishing 
MYRTLE BARNARD - CARMEN TAYLOR 
176 West Adams Ce 6-3178 - Chicago 

REPRESENTATIVES WANTED 

ADVERTISING REPRESENTATIVE 
For Chicago and Middle Western terri- 
tory of national A.B.C. industrial maga- 
zine. Successful record in selling space 
in industrial publications essential 
Salary and expense allowance. For early 
interview please give full information 
in confidence. Address 

x 4343, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
REPRESENTATIVE WANTED 
Long established manufacturer of Me- 
chanical Window Displays and Sales Dem- 
onstrators in quantities selling to National 


| 


OPPORTU 


We are looking for a 


account executive sta 


and other merchanc 


working since 1948, effects of the 
defense program on metalworking | 
plants, and what changes are ex- 
pected by these plants in the fu-| 
ture. Statistical tables and dia-| 
grams cover the subject from 
changes in management personnel | 


to anticipated plant capacity and| 
sales for 1960 
No. 4293. Radio Data in Northern! 

Ohio | 


Station WGAR, Cleveland, offers} 
a new file folder containing “Cur- 
rent Data on WGAR.” Data sheets 
cover Pulse and Hooper ratings, 
products advertised, population 
ind radio-home growth 1940-1950, 
county breakdowns, rural data, 
auto radio listenership, result sto- 
ries, and much more 


Inquiries for the items listed above will net be serviced beyond April 21. 


G POAIAE ..n..necnnsrcccnreneeccssnscnsconenscconscnscee=cosscnessnosescensccnsceneces TITLE ecccesens 
COMPANY .........0... 

| aDoREss 

| CITY & ZONE ................ STATE 


' needs representation in the midwest area. 


Advertisers wants a capable sales repre- This opening Is In ¢ 
sentative calling on similar large accounts 
in principal cities. Exclusive territory, 
commission basis. Send full details 

Box 4344, ADVERTISING AGE, 

200 E. Illinois St., Chicago 11, Ill. 
PUBLISHER'S REPRESENTATIVE 
New York and vicinity wanted by 


data, qualifications 


for 
lum- 


ments. Confidences w 


ber and building material dealer maga- 
zine. Established for 38 years. Good 
promotion support. Write 


& Smith & Ross Inc., 
Cleveland 15, Ohio. 


Box 4342, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, Ill. 
REPRESENTATIVES AVAILABLE 


Young, but experienced publishers rep. 
‘has time to devote to a good book that 


Box 4341, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Representative now with one major in- 


Cw we a a a a a ae aes a a ee we we we we oe ee ee ee 


AGRICULTURAL ADVERTISING 
WRITER 


tural background (technical or practical). 
Farm machinery experience desirable, but 
not essential. Must have proven ability and 
experience to plan and create advertise- 
ments, broadsides, booklets, sales portfolios 


rected to farm selling and buying fields. 


Please write, giving complete personal 


dress, W. A. Wright, Vice President, Fuller 


Advertising Age, March 10, 1952 


PUBLISHER'S RIGHT-HAND MAN 


Changes in long-range plans of present 
employer make this top executive staff 
member available April 1 for new oppor- 
tunity in keeping with unusual back- 
ground, experience and abilities. Former 
editor, agency account executive, adver- 
tising and sales promotion manager. Cur- 
rently heading up biggest sales operation 
of top publisher in field. Fine executive 
and creative record. Strong on ideas, 
planning, research, follow-through. If 
your organization would be strengthened 


by this high-caliber man, write for de- 
tails. Box 78, 200 E. Illinois St., Chicago 
11, Il 


WANTED! 


Public Relations Director for Florida 


an 
Requirements: Personal—Between 30 and 
45, good personality, pref- 

erably married 
Ability—Very presentable. 
good speaker, trained in 
advertising and public 
relations. Good at detail 
Position—Wil! require call- 
ing on present and pros- 
pective customers of 

nk. 

Salary—Between four and 

five thousand 

Address Inquiries with photograph to 
Jack Lacey Advertising Agency 
308 Tampa—Suite 312 
Tampa, Florida 


Need an Extra Good Man 
In Mexico City? 


Advertising and/or public relations 
creative contact man can fill special 
talent slot in your Mexico City opera- 
tion. U. S. citizen, trained in manage- 
ment, age 33, seriously seeks foreign 
trade career in Mexico City. Present 
earnings from public relations, $14M. 
Box 77, Advertising Age, 200 E. Illinois 
St., Chicago 11, Illinois. 
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NITY FOR 


n advertising writer, 
tus, with an agricul- 


lising materials di- 
yur Cleveland Office. 


and salary require- 
rill be respected. Ad- 


1501 Euclid Avenue, 


ee a Me a ee 


terest eastern territory can produce for j 


one other top reputation journal. Success- 
ful experience all classifications. Age 37 EXPERIENCED 
| 

DECAL SALESMAN 


Box 4345, ADVERTISING AGE, 
200 E. Illinois St., Chicago 11, ll 

MISCELLANEOUS | 

FINEST CANADIAN MAILING LIST Nationally known decal manufac- | 

175,000 Mail Buyers on Elliott Stencils 

will rent to reliable house. 

TOBE'S Niagara-on-the-Lake 


ont. turer has several openings in New 


York and other territories for sales | 


representatives with billings. Excel- 
Man or Advertising Manager wants con- lent proposition available for steady, | 
nection in deep south 20 years N. Y. 
Agency know-how with southern man- 
ners. Average earnings $20,000. Mary 
Campbell Agency. 165 W. 46 St.. New 
York City. 


conscientious go-getter. Please write | 
freely, on a confidential basis. Our 
staff knows of this advertisement. | 


200 E. Illinois St., Chicago 11, Il. 


PROPER REPRESENTATION 
CAN MAKE 


YOUR CLASSIFIED 
ADVERTISEMENT HERE 
WILL GET RESULTS 


Box 75, Advertising Age, 
} 


To an Agency or Advertiser 
With a Stake in the 
BUILDING INDUSTRY 


Here's your chance to cash in on expe- 
rience and know-how of one of this in- 
dustry’s best informed men. Top advertis- 
ing, sales and promotion executive with 
agency, advertiser and publishing back- 
ground covering builders, dealers, dis- 
tributors. Strong on merchandising ideas 
planning, research, follow-through. Avail - 
able April 1, result of changes in long- 
range plans of present firm. If your or- 
ganization would be strengthened by this 
high-caliber man, write for details. Box 
80, 200 E. Illinois St., Chicago 11, Ml. 


HOUSE ORGAN EDITOR 
Communication in convincing, easy 
to understand language for sales or- 
ganization and others, and to pro- 
mote good will in your field. Can 
handle layout and complete produc- 
tion. Free lance. 

Box No. 79, 200 E. Ilinois St., 

Chicago 11, Il) 
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27 Clevelanders 
Added to ‘Jury’ 
on Advertising 


CLEVELAND, March 5—The Cleve- | 
land Advertising Panel, the city’s | 
“court of appeals” on advertising 
policies and ethics, has been in- 
creased to 50 members. 

Twenty-three new members join 
with 27 other Cleveland business, 
media and educational] representa- 
tives who have served since the 
panel was established by the 
Cleveland Advertising Club and 
Better Business Bureau in July, | 
1950 (AA, May 21, ’51). 

In operation, the panel provides 
a pool from which 10 names are} 
drawn for each hearing on alleged 
false or unethical advertising. Lee | 
R. Kolb, president, B. R. Baker | 
Co., retail clothing firm, is panél| 
chairman. | 


s New “advertising jurists” named | 
by Mr. Kolb are: 

Joseph Guillozet, Halle Brothers Co.; 
Mare Jones, Sterling-Lindner-Davis Co.; 
Paul F. Gensler, Engel & Fetzer Co.; 
Kenneth Lawyer, Cleveland College; 
Darus Wilford, Marford Direct Mail Co.; 
Frederick C. Wolf, Cleveland Recording 
Co.; David M. Baylor, WJMO; Russell R 
Brewer, Brewer-Chilcote Paper Co.; 
George F. Buehler, Buehler Printcraft Co 

Walter Butcher, Bayless-Kerr Co.: 
Vance Chamberlin, Fenn College; A. F 
Ford, Metal Progress; Herbert J. Wills, 
Central National Bank; Emler J. Knopp, 
Patterson-Sargent Co.; Harm White, 
White Advertising Co.; Frank Struchen, 
Strauss Co.; Irving Rubin, Cleveland Uni- | 
versal Motors; Keith Baldwin, WERE; | 
James C. Hanrahan, WEWS-TV; Girard 
Bond, Higbee Brothers Co.; Wilbert J 
Montie, Halle Brothers Co.; Samuel 
Sague, WSRS, and C. H. Conner, Stone 
Shoe Co. 


In a year’s time, members of the | 
panel ruled on 17 cases, 15 of| 
which were initiated by the BBB} 
and two by advertisers. | 


SWITCH BACK—Walter Houghton 
Guttenberg, ad director, 


to its “switch” 
Comparison” theme. The new “Switch” 
size “Challenge” ads and 60-line “Switch” 


check blowups of new ads, 


(left), ad manager of Calvert Distillers, and Ed 
switching Calvert once again 
campaign. The drive will run concurrently with the “Caivert Challenges 
program calls for a combination of large 


ads. Magazines, cor cards and 24-sheet 


posters are also involved. Lennen & Mitchell is the agency. 


‘Dave De Penter's Dialings,/ Ad Column 


for Sponsors, to Start in 33 Newspapers 


PORTLAND, OreE., March 4—“Dave | 
De Penter’s Dialings,” a program | 
promotion peg will soon be} 
available to radio and TV spon- 
sors. 

The column has an editorial for- 
mat and will be placed on radio- 
|TV pages of 33 newspapers in 26 
major markets. 

“Dialings” is designed to build | 
a greater program audience by| 
providing readers with informa-| 
tion on the day’s radio and TV) 
shows. Launched in Oregon last} 
August, the column presents a 
paragraph on each program with 
sponsor credit. Beld face headlines 
give the time and station for each 


| program. 


Druggist Book Carries Fair 
Trade Prices, Selling Hints 


The 1952 edition of “Aanerican | will vary with “A” and “B” 


Druggist Blue Book” lists the} 
latest fair trade prices on drug 
items as well as 83,462 new prod-| 
ucts. In addition, the 704-page book 
gives 10 ways to beat non-drug 
competition and presents 25 ways 
to improve fountain service. 

Other features of the book: A 
store equipment section featuring 
ideas on store modernization; a} 
prescription section with a phar- 
maceutical refresher course, and 
a directory of 7,000 manufacturers. 
The book is being mailed to every 
drug store in the U 


‘Spectator’ Appoints Two 
The Spectator, insurance maga- | 
zine published by Chilton Co., 
Philadelphia, has added two re-| 
gional managers to its staff. A.| 
Wilbur Nelson, formerly insurance | 
account executive for William Von | 
Zehle & Co., New York agency, 
has been appointed business and 
editorial manager in the south-| 
eastern territory. William J. 
Smyth, formerly sales manager of 
a Lincoln-Mercury agency in| 
Newburgh, N. Y., will cover the} ¢ 
six New England states. 
| 
Parsch Joins Bingham 


Carl J. Parsch, formerly adver- 
tising manager of Acheson Colloids 
Corp., Port Huron, Mich., has been | 
appointed director of marketing} 
of Fred P. Bingham Technical Ad-| 
vertising, Detroit. He will direct 
market research and public rela- 
tions for clients in the industrial | 
and automotive fields. 


Agency Names New Officers 


| 

John J. Lawler has resumed the} 
presidency of Hamilton Advertis- | 
ing, Chicago. The office of chair- 
man of the board, formerly held 
by him, has been vacated. Claire 
C. Loveless, copy chief, has been 
elected executive v.p., and Willard 


A. Banks, secretary-treasurer. | 


Buchanan Adds Pioneer Mtg. 


Buchanan & Co., Chicago, has 
been appointed to handle adver- 
tising and public relations for Pio- 
neer Mfg. Co., Huntley, Ill., maker 
of Pioneer television towers for 
fringe-area TV reception. 


| he says, 


At first “Dialings’” will be a 
Sunday only column. Expansion to 
daily insertions is planned. Rates 
list- | 
ings and space will be sold on an| 
area basis. 


® Head of the new enterprise is 
J. R. DeGraw, former Los Angeles 
adman who sees a great oppor- 
tunity in program promotion. “So 
little has been done in this field,” 
“that Media Records does 
not even give it a separate classi- | 


fication when reporting newspaper 
advertising linage.” 

Pacific National 
Portland, is handling 
Sales representatives are Howlan 
& Howland Inc., 
Chicago, and Keenan, Hunter & 
Dietrich, San Francisco and Los 
| Angeles. 

“Dialings” has its own office at 
520 Cascade Bldg., Portland. 


Advertising, 


Monumental Names Perry 
George E. Perry has been ap- 

pointed v.p. in charge of sales 

of Monumental Press, Baltimore, 


| publisher of National Garden Sup- 
| ply Merchandiser. In addition, he 


will continue to manage the trade 
shows in New York, Chicago and 
California sponsored by the pub- 
lishing company. He will also re- 
tain supervision over the field re- 
search work of the company’s 
marketing bureau. 


Greenthal Adds Dember 

David Dember, formerly with 
Warner Bros. Pictures Inc., New 
York, and Buchanan & Co., New 
York, has joined the copy depart- 
ment of Monroe Greenthal Co., 
New York. He will work on mo- 
tion picture and commercial ac- 
counts. 


Earnings of 


Advertisers 


Share 
Earning Earnings 
Company 1951 1950 1951 1950 1951 1 
American Woolen Co....$ 253,333,650 $ 150,124,090 $10,057,412 $ 5,309,630 $ 9.29 § 4.39 
| Bell Telephone Co. 
of Canada..... . 159,070,522 128,308,201 16,203,208 10,323,544 2.08 1.53 
Bigelow-Sanford Carpet 
MA. sése00 77,503,171 97,672,074 *2,303,014 5.854277 —— —_ 
8 Seer 32,727,031 12,559,159 1,532,193 875, 5.55 3.17 
Chrysler Corp. ..... 2,546,678,799 2,190,693. = 71.973,46 127,876,791 _ 
Clopay Corp. .. 12,009,339 11,995,533 286,902 ~ 0.38 0.39 
Commercial Solvents Corp. 61,172,149 44,991,376 5,842,444 5,177, 2.22 1.96 
| Commonwealth Edison Co. 281,240,868 271,423,945 26,754,689 29,129, $34 1.93 2.12 
— Chemical 
NS eae re 26,178,979 23,632,468 2,648,444 3,311,588 7.54 9.46 
sume Stee! Co.. 2,703,165 2,572,539 5.14 4.88 
SS ee 42,000,000 37,381,550 1,300,000 ,002,. 896 —— — 
| Dr. Pepper Co...... —- 644,000 604,810 0.92 0.86 
Flintkote Co......... 84,265.587 83,879,811 5,516,371 7,703,255 4.11 5.83 
| General Baking Co. . 114,205,199 106,775,985 2,620,179 3,172,314 124 1.59 
| General Paint Corp. 13,866,922 12,214,594 713,622 728.958 2.80 2.87 
| Gillette Safety Razor Co. 104,610,000 100,348,112 §15,738,656 16,629,615 3.58 3.81 
Goodrich Co... 637,722,241 543,312,294 34,742,881 34,708,355 8.15 §§8.06 
Goodyear Tire & Rubber 
ones’ 1,101,141,392 845.138.051 36,628.296 35,109,355 818 $7.81 
Hennes Refrigerator Co. ° 19,606,799 21,106,596 1,420,714 1,978,552 3.36 4.85 
Imperial Tobacco Co. 
of Canada. . an —— 5,413,642 6,994,243 0.47 0.63 
Interstate Bakeries Corp. 70,005,338 56,685.615 1,920,678 2,533,450 2.55 3.56 
Iron Fireman Mfg. Co. 17,456,366 16,850,102 574,648 985, 1.60 2.74 
Jewel Tea Co.. 209,918,117 189,173,022 3,584,299 4,313,089 5.87 7.16 
Libbey-Owens Glass Co. 176,164,620 170,056,311 15,476,754 24,752,425 3.01 4.82 
Magnavox Co. +s 10,691,880 15,575,083 567,428 1,033,878 0.77 1.45 
McCrory Stores Corp. - 222,322 98.665.602 4,089,481 5,265.1 1.70 $22.21 
| Mead Corp..... aa 031,000 93,452,506 6,109, 6,377,397 5.16 5.71 
Merck & Co... 6 269.432 94,093,395 12,508,774 11,276,604 162 {149 
Mohawk Carpet Mills Inc. 69,593,945 80,103,464 1,349,056 4,455,160 254 8.39 
wo Mohawk Power 
Eee 176,302,042 152,107,126 20,721,186 19,857,883 2.05 1.96 
uses Illinois Glass Co. 309,774,611 282,942,898 17,022,615 24,319,000 5.57 7.96 
Pacific Mills 121,978,705 128,597,002 905,868 6,127,055 0.94 6.39 
Purity Bakeries Corp... 81,939,718 75,315,180 2,683,980 35 3.27 3.58 
Rheem Mfg. Co. 94,107,000 74,465,868 50 4,862,593 4.75 2.51 
Richman Bros. . oe ——— 1,277,933 2,234,037 2.04 3.56 
G. D. Searle & Co. 22,366,093 16,333,025 34,301 4,177,782 2.72 2.89 
R. B. Semler Inc. . 53,144 75.4 0.13 0.19 
U. S. Gypsum Co....... 188,125,170 174,779,850 19,820,261 27,258,518 12.05 16.70 
| U. S. Rubber Co....... 837,222, 4 695,755,923 30,.366.449 24657647 14.29 11.046 
F. W. Woolworth Co... 684,180.29 632,135,790 31,255,894 37,145,133 3.22 3.83 


*Net Loss for 1951. This includes a year-end special provision of $1,592,000 for estimated losses on | 


certain raw materials otherwise carried at values in 
+ Figures do not include income of Flexo Wire Co. 


excess of market. 
a wholly owned subsidiary acquired Oct. 1, 1951. | 


§Subject to a special appropriation to be made to former Toni Co. stockholders in further payment | 


for Toni stock 


§§ Adjusted to reflect 3-for-1 stock split effective Jan. 10, 1951. 


ZAdjusted for 2-for-1 split on Aug. 15, 1951. 


kyr to give effect to 2-for-1 common en 


+ Adjusted to reflect the 3-for-1 stock split in 


split in April, 1951. 


New York and 


Ofters Fluorescent Printing | 


W. H. Wilton Inc., Chicago WE BROKE ee 
aN 


printer and lithographer, has de-| 


rinks dayhent tuomacent piss ALL RECORDS jsyq' 
IN 1951 


ments, The company claims ma- 
terial printed by the new process 
has a useful outdoor life (about 


30 days) equal to that done by a 

silk screen process. Advantage of| 

the new process over the old is} 

lower price and more uses. Details | for 

may be had from the company at | NATIONAL 

25 S. Seeley Ave. y ADVERTISING 
| Ja ( LINEAGE 


Promotes John H. Hultman 

John H. Hultman, formerly east- 
ern manager of the trade exten- 
sion division of The American 
Weekly and Puck—The Comic 
Weekly, has been promoted to na- 
tional manager of the division. He 
will administer an “expanded 
merchandising program.” 


wt 


Year after year, more NATIONAL 
ADVERTISERS are adding THE 
BAYONNE TIMES to their News- 
paper Schedule . . . word is getting 
around that — 


“BAYONNE CANNOT BE SOLD 
FROM THE QUTSIDE™ 
THE BAYONNE TIMES 
BAYONNE, NEW JERSEY 
NATIONALLY REPRESENTED BY 


BOGNER & MARTIN 


Cooke Joins Ruppert 

Cecil (Babe) Cooke, formerly in 
the automotive and distilling fields, 
has been appointed assistant to 
the merchandising manager of 
Jacob Ruppert Brewery, New 
York. 


COUPON THE WEST 


“Dialings.” | 
d 


AT LOW COST . 
IN JUNE 


Group-couponing scheduled for these areas: 


Pacific Northwest Area 
Salt Lake City Area 
Hawaiian Islands 
Alaska 


Los Angeles Area 

San Francisco Area 

San Diego Area 

w Celitornie Valley Towns Area 


“BRANDS YOU KNGW,” the largest gro 
coupon mailing plan in the West, will 
coupon 3% million higher-income 
homes in June. If you plan to cou 
the West, this group program will sa¥e 
you money. Areas may be purcha 
separately or in combination. 


LOW RATES — Group-couponing means lower costs to you 
because costs are shared by several participating manufac- 
turers. Coupon redemptions are higher, too, because several 
coupons have more cash value to the housewife. Rates are 
on a sliding scale. $6 per thousand if maximum of six non- 
competitive coupons are mailed in an area. Five coupons, 
$7—4 coupons, $8—three or less, $10. Price includes every- 
thing— printing of individual three-color coupons (both 
sides) —envelopes— promotional mailing to dealers, and all 
mailing costs. You simply furnish black and white art work 
and color overlay. 


PLAN YOUR PROGRAM NOW! The number of participants is 
limited, six to an area. May is the deadline. First come, 
first served. Write, wire or phone for complete details and 
samples of our successful 1951 group-coupon mailings. 


Manufacturers participating in the March “BRANDS YOU 
KNOW” promotion: 


Albers Milling Co. Colgate-Palmolive-Peet 
Best Foods Co. Durkee Famous Foods 
The Borden Co. Fisher Flouring Mills 

B. T. Babbitt Co. Folger Coffee Co. 


The Frito Co. 

General Foods Corp. 
lang & Co. 

Wesson Oil & Snowdrif* 


ision of 


Adi 


Ce Fae ae 


HECHT-ARMS CO. 
> on Howard Street, San Francisco 5, California - GArtfield 1-8500 
Ben B. Vail, 14] East 44th Street, New York 17, N.Y. - Murray Hill 7-463] 
JE. Ransburg, 1009 Waimanu Street, Honolulu 14, Hawaii 
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INSIDE INFO—At a recent meeting, Radio Executives Club of Edmund J. Shea, president of the Radio Executives Club and 
New England and Boston Advertising Club members learned of v.p. of James Thomas Chirurg Co.; Mr. Jackson; Rudolph Bruce, 
the activities of Radio Free Europe from C. D. Jackson, past ud manager, New England Coke Co.; Andrew C. Quale, presi- 
president of RFE and publisher of Fortune. This after-dinner dent of the Boston ad club and sales and ad manager of Walter 
group includes (left to right) Robert F. Bradford, formerly gover- Baker chocolate division of General Foods Corp., and W. C. 
nor of Massachusetts and a member of the RFE finance committee; Swortley, general manager of WBZ. 


~~ 


PREMIERE CELEBRANTS—At a cocktail 
party following the premiere broadcast 
on NBC of “Hollywood Star Playhouse,’ 
sponsored by the Bakers of America, 
i# Screen Star Jane Wyman chats with 
from left to right) Tom McCray, NBC 

director of radio network operations, 

mm. 6CWRESECAKE ON THE SHELF—Songstress Joan Roberts sits on a shelf wearing a western Civision; Ed Cashman, Foote, 
cusl-created gown made entirely of Royledge Poper Shelving. The gown was made Cone & Belding, the bakers’ agency, and 
a Roberts to wear ot Colgate University’s winter prom, where she was elected Walter Hopkins, director of the Bakers 


of the Year.” She is flanked by Samm S. Baker (left), v.p. of Kiesewetter of America promotion program. Miss Wy 
Associates, and Ken Brew of the Royal Lace Paper Works man storred on the opening show. 
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NIMSERLY- CLARE CORPORATION 


TYPOGRAPHIC ARTS WINNERS~—Three of the dozen winning de signed by Priscilla Young for Prager Co. Right, a calendar for 
igns in the Society of Typographic Arts’ 25th annua! competi Kimberly-Clark Corp. designed ond illustrated by Everett Mc- 
tion ore shown here. Left, a folder on Martin-Senour’s Nu-Hue Near. Of 750 entries in the contest, 123 will be on exhibit 
colors, designed by Morton Goldsholl. Center, package de at the Art Institute of Chicago March 15-April 27. 


PRE-HOOVERS—These long-since-gone vacuum cleaners were on the market be- 
fore Hoover Co. came out with its first model in 1908. H. W. Hoover Jr. (right), 
v.p. and field sales manager, looks over the collection with Ray L. Wearstler, the 
custodian, in Hoover's engineering division in North Canton, O. 


RODUCT PUSHERS—Gals of the Publicity Club of New York Children’s Service; June King poses as “Miss Oppie-brand” for SPACE UTILIZER—The divider space between the car cards on 400 Memphis buses is 
ear products which they publicize. From left, Mrs. J. Ettinger Brand & Oppenheimer fabrics; Terry Moyer appears in a now carrying J. Strickland & Co.'s Lan-O-lce ads. The company has contracted for 
toberta Vernon and Ruth Lundgren show handbags for the David Crystal dress; Jill Eberhardt wears an Orhbach dress; the space through Tom O’Ryan Advertising Co. and will change the display every 
andbag Assn; Mildred Plapinger promotes the Windham and Loiselle Adams of Fleischer Lovelock models hairpieces. three months. “Divider space” ads also will be introduced in Atlanta. 


SOU iss Fas: Aare ee oe ae ney ot oe ; as ae RE EE Ma > Ne a k fia =i. Sa * pb ; ree ae aes 
wer, ae ¥ 3 tates ; . ‘ yee oi 
58 Advertising Age, March 10, 1952 
oY , a an : . , . 
" ' : a Fy i : ¢ ; 
A } oS . j be : - . - 
: eo. é i : J , : 
ve Z 
ty P { “g a \ ; 
- Ve 2 & | 
- = aia ot . i 
f z me 5 ‘ i} z é 
; / se q Tiers ie epee, 5 mes - eae ei, eee et eg 
= e “ 3 Z a Sis Se: ae a . g 
@ a : va ee man. Be i. 2 aaa 2 / 2 an ' 
t 4 ~ . = ¥ ee 2 SR) ae pe cess Hatt. ae ee : i 
‘ - we >» 2  . tae lag ae we . Soe 
ee. > : ; | 
ae Peat. ae “ 
ioe ae  § ; iy 37 we’. ] 
Be ‘ i | 
* e oi Xe " , . a 4 4 a 7 ~ 
— SE ms ~~  # _ 
e Rive Sos oe — a CC | 
; eae y oo | ae 
ns nn ‘_ — " ft a 
~*~ “$e ase, . Pea ¢ e : ® | ‘ a ae be 
4 as Ri es Ge Re. y ; ; ; P|] ™ : . 
“s sf —- 6=— le 2: y 
a >» #/ : yg s . a 
, >, \ ) WS 64 4 ae, 5 
Rf ee . ? j ~~ | 
bs | 
& Wi p | 
, My me a fs % # { r 
. +3 S. Vie Po ee 
‘s se a -\ |) Sa ae 
* + oa sy ae J See Rise it 4 . . a 
oe Fe «Sepa ol a 
F baa Se eS % BE. Ge ae aot fa on: , 
“ Poor rea CF eas fees Be <“s eS ae 2 ee fer i U g te 
& N Seo a A we * Sef By say 3 
a | ii = : ian ae = | 
. Baw af ae a na Hire ate ‘4 
Anant ar a> - F a fe re wis eos b % + . ay 
i. Z + oT aE os ee ; , p = atm 2 om , 
om M << ee <i 3 a ee. g Gs ‘I we J } 4 
4 B 'e ‘| a 5 Be @ ‘ fs “f * - es Ee ee \ h ' als 7 
” | el 3 pa p> r ve ey oo ~, 5 es > : ; 
eee aed ~% ue ce aoe ee a - te oe ee ’ eee j ‘ ; . i 
Ae B > ee ae oe ee tae : : | 
a CO PR a  ¢ i de Bevies 7 sf ; “eg oO Nn 12 wb & ; we tj ~~ 
cm | reshur, Sus wee ae Gee eM Mle re: = 2 3 “ % ss EP eS eat | 
: ; ade Ae ae es 3 Tie : ad Fo . ots i =e 7 8 WY N < " : “s a Pos ‘eB rs ae ’ 
Bt gg Sse ee Ca ig 24 25 2% + NA a . pane: : 
Bs oe : cs ek a d ar 3) “ae a Ww eee E 2 pais : ; 
ii a pa hE of eb ea i te wel | 
a, & “eae a ME ne mee a ! 
= AS: St ee F , a j 12 bee a ~ ; ad 
a ae ey Bake -< ie lee ' Pei 2345678 aas6789 ‘ oS A AS 7 j 
se Bi : ar Tete ak i. suneaues whan sw nS SN AS 
ae 2 Phe a a are: ho souen sn : 5 —e a eh k 
% Ped ey eae a ~ > Beuvun ey Z ‘ >» ” 
At Ss ie iat He é = eo. mh As 5 sf ’ « Bs - i 
ke 2 ,\ F 7 ’ 
eo j : 
Waser ls ct 7 . 
Pics: 5 aa ae 7s — ¢ : 
a 4 on v3 : . ra 
= - * a 
ae Wed my a 
ca, AREY. t Av ; 5: * = \ 
Sie : " % J if 
ro b > a 4 = %, ' ‘ é 
i ‘ ty. ; ; 
+ ie Je nee ri 24 "A 8 N y , As ; 
nit i . | x 7 ‘ oe ie 19 a 
aera 8, oe . : on : ~ : Wes 7% 2 i 
ee ee ae = < > . ¢ a7” Es Bates oud ms P i eye. { 
ee S| le — - oa oS es a 6 
~ ee aS *» 4 oy A rs ues oe a s i 
ak Ol oes Jaa . Ad * Mes ae ok eee es : ee i 
te oe 7 ee 5 cia a 4 i \ : _ — : ae ie. . ze - 1, ‘ 
mas = ae ge ait Te. ie ae Fis Ye & a: ry aie ae Wh iy fos: ay . : : 
ee : ete a ae 1 pers mars at re o~* * ‘ BUS¥ % ~ _ age 
age | “ay ~ hg ' s oe : Hani = 3 < eat 
> ieee ¥ ro ea | ia ; in 4 ahve = t ] — ; <a 
a is a » F , ie ie ad TiS > 
’ pee a F . ae " ee ” of hey 
- 13 BS en ae i SR Oe ee ce x ‘let 9 Mi ~ f 
Ree % A on ee ae gee be tae eee BR oi. —°* 
WAG. a % Seepet F Sn e. > Wi \ 7 — gat Poe aige 2 ae : 2 ae 4 
oe 2 cae Sarai Ss cals e “ays [2 4 as ‘* ; 2 i ‘ BB aN ~ . Pe 
ea: =e gern ig K \ ew Ae 7 EE ° ote a 5 ee. ss 
seman Nar Se cls fae eee i - 3 : i hoe Se Seo ; is ao are i 2 > % : 
AS, £ bie ee Poe | oer —_ Pe. = nes : ae te 3 i if 
hat 5 ; a ‘ ie ?. ert fa ct ¢ ; 7 4 
. Z¥ | as * ¥ . - WW 
a : 
Rea 
we, . 
>. . y 
ge 4 a —— “sh 


4 


Bob Schaefer says,*Without Farm Sales jj 
....1 Could Not Stay in Business” §& 


GT ey A SRR eS si Mr. Schaefer is the owner of the Home Im- 

é a ae provement Company which started in 1940 
and now does a major portion of the total 
appliance business in the Cullman trading 


area. There are 27 competitive organizations. 


After examining the list of Farm and Ranch- 
Southern Agriculturist subscribers in Cull- 
man County, Mr. Schaefer said, . . . 


“I've long been aware of the pulling power 
of Farm and Ranch-Southern Agriculturist, 
but I was surprised at the actual number of 
my good customers who are Farm and Ranch * 
subscribers. These are fine people . . . top 
citizens in this community. I am proud to 


have them for customers and you should be 
proud to have them for subscribers.” - 

Mr. Schaefer went on to say, ‘About 65% of ¢ BS 
my business is on the farm. This market is} ae 
brand new. The thousands of newly electri- 7 


fied farms in this area have produced an equal 7 
number of new customers and a correspond: | 
ing volume of virgin sales. No trade-ins . . . 7 
and therefore, higher profits.” 


reine a 


“To make the most of a market like this takes — & 
advertising in magazines that are actually : 
read by farm people. Your circulation list ; 
proves that beyond question. Farm and | 
Ranch-Southern Agriculturist has the great- 
est circulation of any magazine in my trading 
area and the names I recognized are some of 
the best of our farm customers.” 


i 

} 
“Farm and Ranch-Southern Agriculturist is ‘ 
made for farm people. They read it . . . and 
they like it . . . this much I know. In my : 
opinion Farm and Ranch-Southern Agricul- a. 
turist is the biggest producer of farm sales. To 
me, this means everything .. . because, with- 


out farm sales, I couldn't stay in business.” 
Special Notice to Advertising 
Managers and Media Directors. 


What Mr. Schaefer has to say about the 
Southern Farm Market is fully substantiated 


by the agricultural statistics in the 1950 cen- 
sus. We are preparing a state-by-state digest 
Bob Schaefer is a highly successful appliance dealer, operating farms of which 23,000 are clectrified. Mr. Schaefer was winner of of these figures as they are released. We re 
over a radius of 30 miles surrounding Cullman, Alabama, a town the 1951 Domestic Engineering National Award. He led the state will be happy to mail them to you 7 


of 7,000 population. In the Cullman trading area there are 27,000 of Alabama for 1951 in Range sales for a major manufacturer. as they come off the press. 7 
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NASHVILLE, TENNESSEE oy Pg ee ee oe 
More Southern Farm Families read Farm and Ranch-Southern Agriculturist ; #5) Ps 3 Ss 
4 


than any other publication . . . circulation guarantee —1,290,000. 
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Art Directors 
Select 100 Best 
Outdoor Posters 


Curcaco, March 4—Award win- 


ners in the 20th Exhibition of Out-| 


Advertising Art 
nounced last week 
Sponsored by the Art Directors 
Club of Chicago, the exhibition 
selects what it considers the “100 
Best Posters” used during the pre- 
vious year, Three grand medal 
award winners are selected 
by a jury composed of advertising 
and business executives. There 
were 923 entries in the contest 
This year National Biscuit Co 
walked off with the first grand 
award for its “I always settle for 
Ritz crackers” poster. The poster 


door were an- 


also 


was placed through McCann- 
Erickson, Chicago; artist, Roy 
Spreter; art directors, Herbert 


Noxon and Donald Calhoun; litho- 
grapher, Continental Litho, Corp. 


® The second winner was Atlas 
Supply Co. for its “Rugged Power” 
poster placed through McCann- 


Erickson, Chicago. Bob Kuhn was 
the artist and Herbert Noxon was 
he art director for the poster 
inted by Continental Litho 
orp. 
The third top 
Goca-Cola Co., 


Advertising Co., 
2) 
i 


award went to 
through D'Arcy 
for the “Good” 


ct Selling is “Duck Soup” when you 

w the fundamentals that make it tick. 
fundamentals—plus a lot of inter- 

a trimmings in the form of “Case 
lories” of some of the giants in this 
ti-billion dollar industry—all are set 
fatth in a new book entitled “The Quick- 
Way to National Sales.” The book is 
ad eye-opener to those who contemplate 
ring the Direct Selling field. Even 
aimee in the business will get some 
Valuable new slants out of reading its 
2@ fact-filled pages. Free, of course, to 


pe hay who asks for it on his company’s | 


rhead. Specialty Salesman Magazine, 
Room 812-A, 307 North Michigan Ave., 
Chicago |, Minois 


“One job enough to 
make WARWICK our 
exclusive type source” 


‘You fellows really deserve some resounding pats on the back, 
because we never knew the full meaning of typographic service 
until our orders went to Warwick. Because Chicago was much 


handier than St. Louis, and because 


in the surrounding central Illinois area, several 


years passed before we even gave y« 


But one job was enough to change our opinions 
. «and Warwick has been our exclusive y 


source ever since.’ 


Mail us 0 trict order today—it will be bock overnight? 
See for yourself how Warwick's Air Moil service gives 
Artists ond Manv- 
facturers in 27 states and Mexico the fast service 
they require. New type specimen book ovoilable 


Advertising Agencies, Printers, 


Grul 


WARWICK 


TYPOGRAPHERS 
920 WASHINGTON AVENUE + ST. LOUIS, 
... overnight by rail and air 

from neorly all U.S. 


|W 


, poster. Haddon Sundblom was the 

artist; Wilbur Smart was the art 
|director, and Forbes Litho. Mfg. 
| Co. handled the printing. 

Other awards went to the fol- 
lowing winners (for each award 
ithe advertiser, agency, artist, art} 
| director and lithographer are} 
| listed, in that order) 


|g tl. MISCELLANEOUS CLASSIFICA- 
| TION: 

First award, Southern California 
Co. and Southern Counties Gas Co.; Me- 
| Cann-Erickson; Gordon Provansha; Ros- 
coe Carver; Compton & Sons. Second 
award, Elgin National Watch Co.; Young 
& Rubicam; Kling Studios; W. W. John- 
Gugler Litho. Co. Third award, 
International Cellucotton Products Co.; | 
Foote, Cone & Belding; Bill Gregg; David | 

Lockwood; Gugler Litho. Co | 
2. HOUSEHOLD APPLIANCES CLAS- 
SIFICATION: | 

First award, Motorola Inc.; Gourfain- | 
Cobb Advertising Agency; Bill Fernim; | 
Kling Studios; Continental Litho. Corp. | 
Second award, Frigidaire division of Gen- } 
eral Motors Corp.; Foote, Cone & Belding; | 
Edward L. Steadman; Gugler Litho. Co 
Third award, Admiral Corp.; Tatham- 
aird; Norman Rich Studios; 

Jensen; Gugler Litho. Co 


Gas 


ston 


Harold C.| 


@ 3. AGRICULTURAL CLASSIFICATION: 

First award, Massey-Harris Co.; Klau-| 
Van Pietersom-Dunlap Associates; Dick | 
Thompson; Jack Wood; U. S. Printing & | 
Litho. Co. Second award, Dearborn Mo- 
tors Corp.; Meldrum & Fewsmith; La- | 
Driere Studios; Edwin Ward; U. S. Print- | 
ing & Litho. Co. Third award, Massey- 
Harris Co.; Klau-Van Pietersom-Dunlap | 
Associates; Dick Thompson; Jack Wood; 
U. S. Printing & Litho. Co 

4. SOFT DRINKS CLASSIFICATION: 

First award, Coca-Cola Co.; D'Arcy Ad- 
vertising Co.; Haddon Sundblom; Wilbur 


LEON L. PETERSEN 
»b & Petersen 
Champaign, Hlinois 


Smart; McCandlish Litho. Corp. Second 
award, Pepsi-Cola Co.; Biow Co.; Stan 
Klimey; Sol Hyman; McCandlish Litho. 
Corp. Third award, Seven-Up Co.; J 


Walter Thompson Co.; Carl Oeser; Charles 
McCarty; Gugler Litho. Co 


| @ 5. CONFECTIONS CLASSIFICATION: | 
| First award, William Wrigley Jr. Co.; 
Charles W. Wrigley Co.; Otis Shepard; 
| Gugler Litho. Co. Second award, Swift & 
| Co Needham. Louis & Brorby; John 
Howard and Horace Hime; Ernest Allen 
Gugler Litho. Co. Third award, William 
Wrigley Jr. Co.; Charles W. Wrigley Co.; 
Otis Shepard; Gugler Litho. Co 

6. BEERS, WINES, LIQUORS CLASSI- 
| FICATION: 

First award, Griesedieck-Western Brew- 


ery Co.; Maxon Inc.; Haddon Sundblom; 
Spencer Franc; Wolff Printing Co. Sec- 
ond award, Petri Wine Co.; Young & 


Rubicam; Jack Wittrup; Donald F. Stern- 
loff; Gugler Litho. Co. Third award, P 
| Ballantine & Sons; J. Walter Thompson 
| Co.; J. W. Wilkinson and Carl Paulson; 
Charles E. Barnes; U. S. Printing & Litho. 
Co. 
@ 7. GASOLINES AND OILS CLASSIFI- 
CATION 

First award, Esso Standard Oi! Co,; 
| McCann-Erickson; Howard Scott; Herbert 
Noxon and Donald Calhoun; Continental 
Litho. Corp. Second award, Esso Standard 
Oil Co.; MeCann-Erickson; Richard Per- 
kins: Herbert Noxon; McCandlish Litho 


there were some typographers 


vu a trial. 


GRAND AWARD WINNERS—National Biscuit Co. 
award in the 20th annual National Competition 


tising Art sponsored by the Art Directors 


walked off with the first grand 
and Exhibit of Outdoor Adver- 
Club of Chicago. The poster was placed 


through McCann-Erickson; artist, Roy Spreter; art directors, Herbert Noxon and 

Donald Calhoun; lithographer, Continental Litho. Corp. The second grand medal 

award went to Atlas Supply Co., also through McCann-Erickson; artist, Bob Kuhn; 

art director, Mr. Noxon; lithographer, Continental. The third top award was won 

by Coca-Cola Co., through D’Arcy Advertising Co.; artist, Haddon Sundblom; 
art director, Wilbur Smart; lithographer, Forbes Litho. Mfg. Co. 


Corp. Third award, Standard Oil Co. of 
Ohio; McCann-Erickson; 
Clark Maddock; Continental Litho. Corp. 

8 LOCAL CLASSIFICATION: 

First award, Public Service Co. of 
Northern Illinois; J. R. Pershall Co.; Phil 
Kiser; John Forbes; Thomson-Symon Co. 
Second award, National City Bank of 
Cleveland; McCann-Erickson; Ted Gorka; 
Dave Lind; Thomson-Symon Co. Third 
award, Cleveland Illuminating Co.; 
D'Arcy Advertising Co.; Robert Cassell; 
Ray Bauer; Kubin-Nicholson Corp 


ge 9% AUTO ACCESSORIES CLASSIFICA- 
TION: 

First award, Atlas Supply Co.; McCann 
Erickson; Robert Skemp; Herbert Noxon 
and Donald Calhoun; Continental Litho 
Corp. Second award, General Tire & Rub- 
ber Co.; D'Arcy Advertising Co.; Sund- 
blom, Johnston & White; Wilbur Smart; 
Continental Litho. Corp. Third award, 
Atlas Supply Co.; McCann-Erickson; Fred 
Stanley; Herbert Noxon; Strobridge Litho 
Co 

10. BREAD, FLOUR AND 
GOODS CLASSIFICATION: 

First and second award, National Bis- 
cuit Co.; MceCann-Erickson; Roy Spreter; 
Herbert Noxon; McCandlish Litho. Corp. 
Third award, National Biscuit Co.; Mc- 
Cann-Erickson Roy Spreter; Herbert 
Noxon and Donald Calhoun; Continental 
Litho. Corp 


BAKED 


git. FOOD PRODUCTS CLASSIFICA- 
TION: 

First 
Commission; J 
Lonie Bee; Rene 
& Litho. Co. Second award, California 
Fruit Growers Exchange; Foote, Cone & 
Belding; Morgan Henninger; Lyman 
Powers; Edwards & Deutsch Litho. Co 
Third award, Morton Salt Co.; Needham, 
Louis & Brorby; Fred Otnes, Carl J 
Briese; National Printing & Engraving Co 


State Apple 
Co.; 


award, Washington 
Walter Thompson 
Weaver; U.S 


12. AUTOMOBILES (CARS) CLASSI- 
FICATION: 
First award, Ford Motor Co.; J. Walter 


Thompson Co.; Ed Gordon; George Booth; 
U. S. Printing & Litho. Co. Second award, 
Dodge division of Chrysler Corp.; Ruth- 
rauff & Ryan; Mike Doyle; Frank Quail; 
Morgan Litho. Corp. Third award, Ford 
Motor Co.; J. Walter Thompson Co.; 
Scott Johnston; George Booth; U. S. Print- 
ing & Litho Co 


ge 13. AUTOMOBILES (TRUCKS) CLAS- 
SIFICATION: 

First award, International Harvester Co.; 
Young & Rubicam, Robert Skemp; 
Luther Johnson; Edwards & Deutsch 
Litho. Co. Second award, Chevrolet Mo- 
tor division of General Motors Corp.; 
Campbell-Ewald Co.; New Center Studios; 
Halsey Davidson; Gugler Litho Co 
Third award, Ford Motor Co 
Thompson Co.; Bill Allured; 
Strasser; U. S. Printing & Litho. Co. 


14. PAINTED BULLETINS CLASSIFI- 
CATION: 

First award, Ford Motor Co.; J. Wal- 
ter Thompson Co Scott Johnston 


Ted Gorka; | 


Printing | 


J. Walter | 
William | 


George Booth. Second award, Bullock's, 
Downtown; Foote, Cone & Belding; Mor- 
| gan Henninger; John Groen. Third award, 
Lucky Lager Brewing Co.; McCann- 
Erickson; Maurice Legan; Al Camille 


@ 15. PAINTED BULLETINS (EMBEL- 
LISHED) CLASSIFICATION: 

First award, Marshall Field & Co.; 
Foote, Cone & Belding; Chester Bratten; 
Jack Holmes. Second award, General 
Petroleum Corp. division of Socony- 
Vacuum Oil Co.; West-Marquis; Bill 
Tara. Third award, Pabst Sales Co.; War- 
wick & Legler; Edward Burdick; Ar- 
thur Deerson 

16. BLACKLIGHT PAINTED BUL- 
| LETINS (NATIONAL) CLASSIFICA- 
| TION: 

First award, Acme Breweries; Foote, 
Cone & Belding; Frederick Cole. Second 
award, International Cellucotton Prod- 
ucts Co.; Foote, Cone & Belding; Marge’; 
David W. Lockwood. Third award, In- 
ternational Cellucotton Products Co.; 
Foote, Cone & Belding; Marge’; David 
| W. Lockwood. 


@ 17. BLACKLIGHT PAINTED BUL- 
| LETINS (LOCAL) CLASSIFICATION: 
| First award, Goldenrod Ice Cream Co.; 

General Outdoor Advertising Co.; Ray 

Baker; William Miller. Second award, 
| Stockton (Cal.) Chamber of Commerce; 
| Foster & Kleiser Co.; R. L. MecKern. 
| Third award, Inglewood Park Cemetery; 

Hixson & Jorgensen; Jim Armitage; Karl 
Sanders. 

SPECIAL CLASSIFICATION: 

First award, Advertising Council Inc.; 
Ted Bates & Co.; Vincent Smythe; U. S 
| Printing & Litho. Co. Second and third 
award, U. S. Treasury Department; Garry 
Orr; Mark Seelen; Mid-States Litho. Co 
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Jantzen Wins Annual 
Mac Wilkins Award 


PorTLAND, OreE., March 4—Jant- 
zen Knitting Mills has won the an- 
nual Mac Wilkins Memorial 
Award for the best national ad- 
vertising campaign prepared in 
Oregon. 

The Jantzen award was one of 
several made in the Oregon Ad- 
vertising Club’s annual competi- 
tion. Botsford, Constantine & Gard- 
ner here handles the Jantzen ac- 
count. 

Merit certificate winners and 
agencies, in their respective budget 
classifications, are: M. & M. Wood- 
working Co., Portland, Joseph R. 
Gerber Advertising ($60,000 and 
over); Skyway Luggage Co., 
Seattle, Don Allen & Associates, 
Portland ($30,000-$60,000); Jane 
Amherst (preserves), Portland, 
Carvel Nelson & Powell ($15,000- 
$30,000), and Oregon System of 
Higher Education, Hal Short & 
Co. (under $15,000). 


8 Oregon Chain Saw Corp. was 
awarded the Oregon Industrial 
Advertisers Assn. sweepstakes 
award for the best industrial ad 
campaign produced in Oregon in 
1951. The campaign, in the $20,- 
000-$50,000 class, was handled by 
William Winter Advertising, Port- 
land. 

Merit certificate winners and 
agencies in this contest: Hyster 
Co., Portland, Simon & Smith 
($50,000 and over); Irvington Ma- 
chine Works, Blits Advertising, 
Portland ($5,000-$20,000); J. Neils 
Lumber Co., Libby, Mont., Simon 
& Smith, Portland (under $5,000) 
The Portland Oregonian also re- 
ceived a certificate in this cate- 
gory (agency, Mac Wilkins, Cole 
& Weber). 

The Portland Retail Bureau 
trophy for the best retail cam- 
paign was awarded to Finley's 
Mortuary. The agency is Simon & 
Smith ($20,000-$40,000). 


Appointed Overseas Rep 


Joshua B. Powers Ltd., London, 
England, has been appointed ex- 
clusive advertising representative 
in Great Britain and Ireland for 
the Montreal Star, daily, Family 
Herald & Weekly Star, both pub- 
lished by Montreal Star Co., and 
Weekend Picture Magazine, pub- 
lished by Montreal Standard Pub- 
lishing Co. 


ABC Promotes McDaniel 


William K. (Bill) McDaniel, 
assistant to Bob Laws, television 
sales manager for American 
Broadcasting Co.’s western divi- 
sion, has been promoted to ABC 
radio network sales manager for 
the division. 


© NITE NEON-FLYING 
© SKY- BROADCASTING 


AMERICAN SKY ADVERTISING CO. 


333 NO. MICHIGAN AVE” NEW YORK OFFICE 
CHICAGOL, ILLINOIS 224 EAST 38TH 51 
PHONE ST 2-7487 MU 7-6477 


SAYS PRESIDENT OF LARGE 


exclusive supplier 


LJ 


‘ 


ness is local” 
e 


| 
| T.C. Grindberg 


rates third highest in the nation 


| *Sioux City, A.B.C. 


Nebraska, South Dakota 


“COMPLETE LOCAL COVERAGE SELLS FOOD PRODUCTS,” 


GROCERY CHAIN 


Sioux City, lowa: ‘In the grocery business, complete local coverage 
what we must get when we buy advertising 
president of Tolerton & Warfield Company 


says Mr. T. C. Grindberg, 
wholesale grocer and 
of 90 Council Oak Stores in Sioux 


City and in the Sioux City retail trade area.* 

‘Dollar for dollar and customer for customer we use 
the Sioux City Journal & Journal-Tribune newspapers 
consistently, for high food sales volume!" Mr. Grind 
berg has again proven the old adage that “all busi 


sioux City is located in the heart of the rich midwest 
has a metropolitan area population of 102,917, is the 
third largest stocker feeder market in the world and 


in total cattle receipts. 


Retail Trade Area (49 counties in lowa, 
Minnesota). Population—8!8,400 


‘Buy Minded” People. 
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The Public Is the 
= ’ 
Copywriter’s Boss, 
Fitzmorris Says 
Cuicaco, March 4—Good copy is | 
written by the copywriter who} 
knows who his boss is. And his| 
one real boss is the public. | 
This idea, not new but backed | 
by a fresh viewpoint, was given by | 
Charles Fitzmorris of Fitzmorris | 
& Miller to the Advertising Club | 
of Chicago yesterday. | 
The public is not a formless) 
mass, the agency head explained. | 
Rather, it’s a good executive. It| 
has wisdom, makes a thousand de- | 
cisions, rewards good work, can 
understand and handle many 
problems, and is a good buyer. 
On top of all this, the public’s 
human. It makes mistakes now 
and then—but it’s right more often 
than not, Mr. Fitzmorris asserted. 
Because it’s a busy boss, it must 
parcel out responsibility. To the 
copywriter, it gives a special task. 
It says, “Your job is to examine, 
appraise and relate to me facts 
to help me buy. The facts must be 
important and stated as clearly 
and briefly as possible.” 


® Further, Mr. Fitzmorris said, ad 
copy must please the public. This 
means the writer should know the 
difference between copy which 
merely shouts and clarity, and be-| 
tween copy which repeats and that 
which relates the facts. 

He concluded with a rap at the 
notion that the public has a mental | 
age of 12. The public may not be 
cultured or literate, but it is 
shrewd, he said. Often, it is smart- 
er than the copywriter 


‘Journal’ Increases Rate 

The Journal, Rapid City, S. D., 
has increased its rate from ll¢ 
to 12¢ per agate line, effective July | 
1. The newspaper will offer a com- 
bination rate for Saturday after- 
noon and Sunday morning or Sun- 
day morning and Monday after- 
noon. A 1¢ per agate line increase 
for the colored comic supplement 
and monthly farm section will go 
into effect also 


Prom Campaigns in Canada 


Prom Cosmetics, a division of 
Gillette Safety Razor Co. of Can- 
ada, Montreal, is introducing Prom 
in Canada. Ads are appearing 
weekly in English and French 
newspapers and spot radio an-— 
nouncements are being aired three | 
times daily. The Toni Co. sales 
force distributes the product. Spit- 
zer & Mills, Toronto, is the agency 


Gets Partumeries de Paris 
Stevenson & Scott, Montreal, has 
been appointed to direct advertis- 
ing for Parfumeries de Paris Ltee., 
Montreal. Copy for Houbigant’s 
Cheramy products, Houbigant’s 
liquid skin sachet and Houbigant’s 
perfumes has been released to 
daily papers and some magazines. 
A special test campaign is run- 
ning in Montreal newspapers. 


Malibu Plans 1952 Drive 


Malibu Mfg. Corp., Los Angeles, 
has begun an intensive trade cam- 
paign aimed at dealers and dis- 
tributors for its sliding glass doors. 
Plans are now in process for a na- 
tional consumer promotion to run 
from late spring through early fall. 
Shelter group magazines will be 
used. Abbott Kimball Co., Los An- 
geles, is the agency 


Street Named Ad Manager 


Robert A. Street, formerly an 
account executive of American 
Broadcasting Co.’s Hollywood net- 
work sales, has been appointed ad- 
vertising manager of Budde Pub- 
lications, publisher of the weekly, 
San Francisco Progress. 


Promotes J]. M. Johnson 


Automatic Transportation Co., 
Chicago, maker of electric indus- 
trial trucks, has promoted J. M. 
Johnson, in charge of sales for the 
truck department, to sales mana- 
ger for its Automatic Transporter 
line of battery-powered units 


fy 


i 


ij 


PRICE COPY OVERSEAS—British Railways elected to use price copy last year to 

sell travel in Britain to Americans. In the process, sales of transportation, reserva- 

tions for rail trips, channel steamer crossings and reservations at the hotels oper- 

ated by British Transport were at an alltime high. Caples Co. is the advertising 
agency in the U. S. 


| Mactadden Names Waggaman)| Ryan, New York, has been ap- 


Gene Waggaman, formerly an| pointed promotion director of Mac- 


}account executive for Pedlar &/fadden Publications, New York 


| 
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YES, I KNOW THE POST-HALL, OF COURSE! 
MERCHANDISING THEY SPECIALIZE IN LOW- 
MANAGER IS PLANNING \COST PICTURE BOOKLETS 
A COMIC-TYPE SALES | FOR MERCHANDISING... 
BOOKLET-- BUT WHO'S / HANOLE THE COMPLETE 
OOING 'T FOR US? JOB FROM SCRIPT IDEA 
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There's a constant demand in the Chemical Process Industries 

... for equipment, materials and services... for more capacity 

to convert today’s research discoveries into tomorrow’s new products. 
It’s a booming market, with growth trends shooting upward 

... predicted to outstrip all manufacturing from now to 1960. 

And in this keenly competitive field 

businessmen rely on CHEMICAL WEEK 

for the news that influences profits. 

In the process industries... it’s management's own magazine. 


With editorial stress on business problems, CHEMICAL WEEK integrates 
the overlapping interests of all levels of management. 

Succinct, timely and with dollar sign italicized 

... it’s written in language businessmen understand. 

That’s how CHEMICAL WEEK provides a fast-acting sales tool 

for process advertisers. It’s addressed exclusively to men 

who control the industry’s purse strings... read by the hard-to-sell 


executive groups in America’s richest industrial market. 


MANAGEMENT MEN ARE TALKING ABOUT... 
ABC > ABP 
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KID STUFF? 


Howdy Doody does man-size job of selling to kids— 


and their parents...and right now a Monday segment is open 


for sponsorship. Here’s why the program represents 


one of the best buys on television... 


22.2 rating*—highest of a/l multi-weekly and 
Saturday children’s shows—at low (B) rates. 


Largest children audience on TV—over 5’2 
million, plus over a million adults daily. 


Howdy drew three million premium requests to 
store counters in one year for one sponsor. \ 


Sponsors of Howdy get 3 times as many 
‘extra customers”’ per dollar as the average 
TV-advertised brand.** q 


Only $1.68 per thousand viewers— half the 
average cost of half-hour evening programs. 


If you want to sell bakery products, children’s 
clothing, books or toys, soup, dog food—or anything 
else children ask their parents to buy—we 
suggest you contact NBC-TV Sales immediately. 


2, NBC television 


Where success is a habit 


A SERVICE OF RADIO CORPORAT 


ON OF AMERICA 
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THE NATIONAL NEWSPAPER OF MARKETING 


Feature Section 


Woolf Offers Advice to Beginners 


C. O. D.s Needn’t Be Headaches 


Welcoming the New Employe 


Creative Man Prefers the Positive 


Any Marketing or Advertising Problem Can Be Solved 


with Mathematical Formulas, Say U. of C. Experts 


Although it took hundreds of scientists four years to create the atomic 
bomb, two mathematicians working three to five years could derive 
mathematical formulas which would enable admen to solve almost 
any marketing or advertising problem. At least that's the opinion of the 
University of Chicago's Prof. Nicolas Rashevsky, one of the nation’s fore- 
most mathematicians, whose stimulating ideas on the application of 


mathematics to marketing are presented here. 


By Bruce M. Brapway 

“Advertising and the marketing of con- 
sumer products could be a mathematical- 
ly precise science,” in the opinion of 
Nicolas Rashevsky, professor and chair- 
man of the committee on mathematical 
biology at the University of Chicago. 

Prof. Rashevsky, who came to the uni- 
versity after ten years as a consultant to 
Westinghouse Electric Co., is convinced 
that only time, money and a lack of 
trained manpower stand in the way of 
making advertising a precise operation. 

For 15 years, he and his group have 
worked to lay the foundations of a new 
science, mathematical biology. They ap- 
proach biological and sociological prob- 
lems in much the same way as the mathe- 
matical physicists approach physics. 


s None of their theories has had the im- 
pact of Einstein’s work as yet, but Prof. 
Rashevsky feels the groundwork has been 
laid. The method has been proved sound. 
And the course for future work has been 
charted, he says. 

To date, the mathematical biologists 
have concerned ghemselves with such 
things as working out equations governing 
the reproduction of living cells, the excita- 
tion of nerve fibers, the rates at which rats 
learn to run mazes and at which human 
beings learn to memorize syllables. 

They also have derived equations gov- 
erning the quickness of response to sen- 
sual stimuli, the depth of penetration of 
particles inhaled in the lungs and the 
rates at which rumors spread through a 
population. 

On the basis of the work already done 
in these fields, Prof. Rashevsky feels it 
would be possible to solve such market- 
ing problems as the following with a neg- 
ligible margin of error: 


s 1. Perfume marketers could calculate 
the percentage of persons who would like 
a given type of perfume before the per- 
fume was marketed. They could tell not 
only how many people would like the 
product, but also whether they would 
like it better than other perfumes then 
available. This, according to Prof. Rashev- 
sky, is one of the simplest “preference” 
problems which could be solved through 
applied mathematical biology. 

2. It would be possible to design pack- 
ages and calculate the percentage of per- 
sons who would like the design. Given 


a homogeneous population, it would be 
possible to design special packages which 
would appeal to minority groups and to 
calculate the impact which such packages 
would have on prospective purchasers. 
And it would be possible to compare this 
impact with that of other packages. 

3. Consumer marketers—auto manufac- 
turers, for example—could design their 
products for maximum consumer appeal. 
A marketer of a product designed for a 
selected market (e.g., Cadillac) could de- 
sign a product that would appeal to the 
minority group rather than to the av- 
erage person. 


s 4. The basic theories could be applied 
to all of the elements of a printed ad. The 
layout, shape, color and form could be 
evaluated with precision in terms of ap- 
peal to readers. Theoretically, they could 
be mathematically tailored for maximum 
impact. 

5. Marketers could calculate exactly 
how much advertising pressure—and of 
what type—to exert in a given market in 
order to switch a predetermined percent- 


MATHEMATICAL BIOPHYSICS 
EXPLAINING THE WORKING OF OUR BRAIN 


Gauss 


7 ‘ 
7 eI 


REACTION—What happens in our brain 
when we look at a picture? Mathematical 
biophysics figures out a possible answer, 
from which the mathematical biophysicist 
figures out what a person would do ina 
given situation. His conclusions are com- 
pared with available experiments. 


age of consumers away from other brands. 
6. It would be possible to determine 
whether or not a new product could be 
introduced successfully on a given budg- 
et. If there is a “threshold point”—a 
point at which the product “takes hold” 
-it would be possible to calculate it. Fur- 
ther, it would be possible to determine the 
amount of money needed to bring con- 
sumer demand up to the “threshold 
point.” Theoretically, the product could 
“coast,” aided by reduced advertising ex- 
penditures, after that point is reached. 


® Prof. Rashevsky is prepared for the 
scorn these predictions can be expected 
to arouse in practical marketing men. He 
contents himself with reminding his crit- 
ics that “practical” men once laughed at 
Einstein. 

“Remember,” he says, leaning across 
the table, his magnificent red beard push- 
ing a pencil ahead of it, “the mathemati- 
cal basis for the release of atomic energy 
was worked out in 1906. But even as late 
as 1944 the average American scoffed at 
the mention of atomic bombs.” 

How did he arrive at these seemingly 
fantastic predictions? “We started,” he 
will tell you, “with some apparently un- 
related problems, dealing mostly with the 
propagation of impulses from one nerve 
cell to another in a nervous system. 

“After solving these problems, we 
found that the solutions could be applied 
equally well—or with some modifications 
—to other problems such as the spread of 
epidemics or fads in a population. 


s “Take rumors, for example...” and he 
turned to Prof. Anatol Rapoport, who is 
in charge of the mathematical biology 
committee’s work in this field. 

Prof. Rapoport explained that the work 
is based on the applications of the mathe- 
matical theory of probability. “Both the 
brain and a population are composed of 
a very large number of units—millions 
of brain cells in one case and millions of 
individuals in the other. 

“Even though it is impossible to ob- 
serve each of these units individually, it 
is possible to make plausible assumptions 
about how they interact with one anoth- 
er. 

“On the basis of such assumptions,” 
Prof. Rapoport explains, “we have de- 
rived equations that permit us to calcu- 
late in advance how rapidly different 
kinds of rumors spread through different 
kinds of populations 


# “As you may recall, experiments on the 
spread of a ‘rumor’ were conducted re- 
cently on the West Coast. In particular, 
one test was performed with the aid of 
the Air Force, to determine the way 
knowledge of a new advertising slogan 
spread through the population of a town. 
[AA, July 30, 1951]. It turned out that 
the actually observed figures followed 


Nicolas Rashevsky : 
very closely the figures predicted by the 
theoretical formula.” : 

(Last year, the Air Force signed a $306,- 
000 contract with the University of Wash- 
ington’s public opinion research labor@- 
tory for a series of studies. The Air Forge 
proposed to test the value of air-borfe 
leaflets in spreading information dur 
an emergency. In an early test, a hoe 
plane dropped leaflets on Issaquah, Wagh. 
About 20% of the town’s homemakers “ 
been told of a new slogan for Gold Seq] 
coffee the day before the leaflets were 
dropped. The leaflets said that one in 
five housewives knew the slogan and that 
if residents of the town could quote the 
slogan when asked by researchers, they 
would be given a pound of Gold Seal cof- 
fee free.) 


8 Prof. Rapoport admits that the formula 
does not yet permit the evaluation of the 
importance of a rumor, but says the 
“weights” can be developed experimental- 
ly. 

In other words, at the present time it 
is necessary to have some data about how 
a rumor actually is spreading before equa- 
tions can be worked out to describe the 
complete situation. 

But Prof. Rashevsky insists that it is 
theoretically possible to develop a many- 
dimensional coordinate system which 
would describe the importance of various 
items of public interest at any time. With 
this system, it then would be possible to 
evaluate the quality of a rumor and to 
work out such items as the “hearer-per- 
teller” ratio in advance 


s “We propose,” Prof. Rapoport contin- 
ues, “to develop the theory of ‘rumor 
spread’ so that it can be applied in any 
situation where a change in behavior 
spreads through a population. If the sit- 
uation warranted, the theory could be 
said to calculate the tendency to buy a 
new product or to shift from one prod- 
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uct to another or to take advantage of a 
certain incentive. 

“Two important factors influence mass 
behavior,” he continues. “One is the ‘out- 
side’ influence, such as the impact of ad- 
vertising, price levels, 
etc. The other is the 
‘inside’ influence, such 
as a tendency to imi- 
tate what others are 
doing. The ‘spread of a 
behavior’—for exam- 
ple, a fad—is due to 
both these factors. It 
would be useful for 
the purposes of market 


Anatol Rapoport 


research and in many 
other instances to determine the relative 
importance of these factors 

“For example, in some situations the 
‘imitation factor’ may be by far the most 
important. In such cases, once started,” 
Prof. Rapoport declares, “a fad or buy- 
ing preference will spread of its own ac- 
cord without any boost from advertising. 


a “A mathematical theory of mass be- 
havior could give information on the rel- 
ative importance of the various factors 
which determine it and thus give the 
most effective and economical policy of 
predicting and controlling trends. 

“Of particular practical importance 
would be the circumstance that such pol- 
icy could be decided upon in advance 


Without the expenditure of time and ef- 


Mathematical methods already have 
been applied to the prediction of esthetic 


reference. The problem was to calculate 
on the basis of certain distributions of 


- to obtain elaborate field data.” 


xcitation through the nervous system— 
e degree of pleasantness associated with 


alesense In Advertising ... 


By JAMES D. Woo.r 
letters have poured in on 
» from young men and women asking 
r advice on how to launch themselves 
on an advertising career that I feel in- 
spired to air my views, for whatever they 
are worth, on the sub- 
yect 

I don't know what 
significance to attach 
to the fact that only a 
very few of these let- 
ters ask some _ such 
question as this: “What 
is the best way to go 
learning the 
trade? What is the ap- 
proved way for a be- 


oO many 


| 
| 
: 


about 
Jim Woolf 


ginner to acquire skill and competency? 
I want to be really good. What, please, 
is the procedure?” The writers of most 
of these letters ask me merely to tell 
them how to get a job in advertising 

Several! years ago I wrote a book, which 
enjoyed a fair sale, entitled “Getting a 
Job in Advertising.” I now believe that 
this title was perhaps a mistake. “How 
to Be Really Good in Advertising” might 
have been a better one 


se James Webb Young, in a foreword to 
this book, said: “The big thing is to 
make a start. Get in, anywhere, so that 
you can see the wheels go ‘round. Then 
keep putting one foot in front of the other 
—remembering, as Robert Louis Steven- 
son said, that ‘to travel hopefully is a 
better thing than to arrive; and the true 
success is to labor.’” 

This is solid advice from a man who 
knows whereof he speaks. But I think 
Jim will agree with me that his “any- 


the sight of various geometrical figures. 
A mathematical theory of visual percep- 
tion, developed by Prof. Rashevsky, pro- 
vided the equations for these calculations. 
To date, the “esthetic measure” of 77 dif- 
ferent simple patterns composed of 
straight lines has been calculated. 


® These calculations have been checked 
independently by University of Chicago 
psychologists, using standard psycho- 
metric methods. The degree of error be- 
tween prediction and actuality was less 
than 3%. Most important, the error was 
smallest in the “middle range”—-those fig- 
ures that are neither liked nor disliked 
intensely. 

As a result of this work, Prof. 
Rashevsky is convinced that mathematics 
eventually will be used to solve marketing 
problems. 

“Whether manufacturing hats or wall- 
paper or automobiles, the manufacturer 
is interested in knowing what particular 
design has the greatest appeal to the pub- 
lic. If the best design could be computed 
with certainty in a simple way, it would 
save the time and expense of experi- 
menting with various designs. 


e “The achievement of the goal I men- 
tioned,” Prof. Rashevsky continues, 
“would enable the manufacturer, if he so 
desires, to produce different designs in 
just the proper relative quantities to fit 
the tastes of every class of the public.” 

How long would it take to work out the 
necessary equations? Prof. Rashevsky 
won't make any definite promises, but he 
believes that “it is quite possible to reach 
the above outlined two goals within three 
to five years, if two individuals are work- 
ing full time on the problem.” 


Advice to Beginners on How to Be 
Really Good in Advertising 


where” should not be taken too literally. 
Making a start as a printer’s devil in a 
country newspaper office is better than 
making no start at all, but I can’t imag- 
ine a harder way to go about it. 

Perhaps I'd better explain here what, 
in most instances, my young correspond- 
ents mean by “advertising.” They think 
of an advertising man as a man who 
creates ideas, writes copy, and plans cam- 
paigns. Few of my correspondents express 
an interest in getting a job in media, re- 
search, mechanical production, etc. Hence, 
since this is the major interest, I shall 
confine my remarks in this piece to the 
creative side of advertising. 


@ I believe the key to the riddle is to be 
found in a proper understanding of “any- 
where.” I am convinced that young men 
should learn their trade in advertising 
in the same way that young men learn 
to fight with Sabre jets under the auspices 
of the U. S. Air Force. I believe, in short, 
that the novice should try determinedly 
to “apprentice” himself to a man, or a 
group of men, of ability and successful 
experience in the arts of persuasion 
through the medium of advertising. 

Too often, in my opinion, the overeager 
beginner grabs at the first opening that 
comes his way. It may be a job in a small- 
city newspaper under a superior who is 
himself pretty much of a novice. It may 
be a berth in the service department of a 
small trade journal as an assistant to a 
man of almost equal inexperience. It may 
be a position as advertising manager of a 
small manufacturing plant under the 
monitorship of a general sales manager 
who makes no pretense of knowing the 
least thing about the creative side of ad- 
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The Creative Man’s Corner... 


Advertising Age, March 10, 1952 
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its purpose. 


send guy? 


points? 


Accentuate the Positive 


Monay, Wernion neokt away... wher youve got “nwownr” back of you | 


Let’s face it. We’ve reached a point in our so-called development where it’s 
virtually impossible for anybody to make and keep enough dough to retire on 

About the only hope one has is through insurance. At least, through in- 
surance, one can save at the same time that he protects his family. 

This Mutual Life ad comes close to saying this—but, unfortunately, some- 
body got enamored of a pua, and a good ad died aborning. 
; M, O, N, Y—spelled out—does not look like a word pronounced “munney.” 
It looks, instead, like something pronounced “mow-knee.” That alone defeats 


But, on top of this, the name of the company is corrupted. It becomes 
“Mutual of New York” simply to justify the pun. If all the initials were used, 
it would be MLICNY, and “ma-lick-knee” doesn’t tie up with anything. 

One could, of course, assume that the company might be referred to as 
Mutual Life of New York. This would result in initials of MLONY, which is 
too close to BLONY to be of much comfort. 

The general argument—that one either dies too soon or lives too long— 
doesn’t provide much comfort either. If one dies too soon, then let’s eat, drink 
and be merry. If one lives too long—well, whatever happened to that Town- 


In The Corner’s opinion, life insurance advertising doesn’t say enough about 
life and living. You’d think it was called death insurance. Life insurance gives 
you the wherewithal to live, as well as your wife the wherewithal to live if 
you die. It enables you to put a down payment on a house of your own, to 
start your own business, to borrow some of your own money if you need it. 
Few people develop a backlog without it. Why not emphasize its positive 
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vertising. It may be an appointment as a 
staff of one to a printer who feels obliged 
to give his customers a little help with 
their copy. It may be a retail clerkship 
that includes with it the chance to write 
the store’s advertising. It may be a job 
peddling printing, or radio time, or pub- 
lication space, or book matches, or what 
have you, for small organizations of 
limited experience. 


@ Let me say emphatically that I am not 
scoffing at these modest opportunities for 
the beginner to put his foot in advertis- 
ing’s door. They are jobs that must be 
filled. I am insisting simply that they do 
not represent the quickest and most ef- 
fective ways to learn creative craftman- 
ship in advertising. No novice pilot would 
dream of asking another novice pilot to 
teach him mastery of a Sabre jet. 

I am not saying, either, that creative 
craftsmanship cannot be self-taught. 
Many successful copy men made their 
start in just such ways as I have de- 
scribed. But these men, I suspect, were 
blessed with certain mental endowments 
and transcendent abilities for work above 
the average level. It is my feeling that 
how one starts is of small consequence if 
one is born with unusual power of in- 
vention and origination. But few indi- 
viduals are so born, and the beginner is 
safer not to rely on the assumption that 
he is thus gifted. 

I believe that the beginner is benefited 
very considerably when he has studied 
academically the principles and founda- 
tions of the creative side of advertising. 
Many colleges and universities offer ex- 
cellent courses, and equally excellent 
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evening classes, frequently taught by able 
practicing advertising men, are available 
to the beginner in almost any large city. 
I have high regard, too, for the advertis- 
ing course offered by the International 
Correspondence Schools. I can name off- 
hand a dozen leaders in advertising today 
who took their first faltering steps as 
students of the Schools. It is fashionable 
in certain circles for admen to deride 
academic advertising education, an atti- 
tude I regard as utter nonsense. 

The first step, then, is for the beginner 
to acquire some sort of academic back- 
ground. The next step, or perhaps a con- 
current step, is to “apprentice” himself 
to a man, or a group of men, who have 
a scholarly attitude toward their trade 
I do not refer to these men as “masters,” 
which is a word that “apprentice” 
gests. There are no masters in the 
tising business. 


sug- 


idver- 


8 But there are many men in our busi- 
ness whom I like to refer to as “scholars.” 
They are perennial students. They are dis- 
satisfied practitioners of their art. Thev 
are forever asking questions, prying, dig- 
ging, testing, meditating, learning. They 
know their own fallibility. The novice 
who begins his advertising career under 
the tutelage of such men as these is fortu- 
nate indeed. 

Not all novices, no matter what their 
tutelage, can expect to rise to the heights 
in the creative side of advertising. Some 
will drop out when told by a scholar that 
they lack the “spark.” Others will never 
achieve the fame of a Jim Young or a 
Claude Hopkins, but they will achieve 
a very substantial degree of success. A 
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WW. do not know 


how many of our readers clipped and used our 
3” x 5“ recipes in 1951 


B., we do know 


that we sold 5,000,000 cellophane envelopes (for 


protecting our recipes) to American Home readers in 
1951, at a cost to them of $50,000. Five million 


recipes involve a lot of food products 


D, you know 


that The American Home Magazine is giving a higher 
percentage of its editorial content to food than any 


other multi-million-circulation magazine? 
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few—a very few—will go on to glory. 
Still others, changing their objectives, 
will do well in some other phase of ad- 
vertising—media, research, client contact, 
or perhaps in some activity connected 
with radio and television 


@ I believe that a certain measure of an 
inborn “something”—shall I call it genius, 
talent, a knack, a facility?—is an essen- 
tial for top success in creative work. No 
man or woman without a genuine feeling 
for words can hope to go far as an in- 
spired writer of advertising copy. Arlo 
Bates,* commenting on the art of writing, 
has this to say: “Into all productive art 
enter two sorts of power, that which is 
communicable and that which is incom- 
municable; in other words, that which 
may be taught and that which is inborn. . 
The power which is incommunicable is 
that of imagination, that indefinable grace 
and skill, that enchantment of creative 
ability which is born with rare individuals, 
and for which he who is not dowered with 
it by nature struggles in vain.” 

Those old hands 1 call scholars cannot 
teach the beginner the incommunicable, 
but they can teach him the “perennial stu- 


dent” attitude. They can teach him the 
few things they know for sure about the 
arts of persuasion through the medium 
of advertising. They can warn him against 
the mistakes they have made, the lessons 
of their failures. They can school him in 
their code of good taste, decency, and 
clean sportsmanship. They can imbue him 
with the conviction, as I have said in 
this column before, that there is no hope 
for true success in advertising for the 
satisfied man 


@ Oh, yes, I know. This is grand advice, 
indeed, but how does the novice go about 
apprenticing himself under these men you 
call the scholars? Let me say at once, my 
young friends, that it’s pretty tough. I 
can only urge you to try—very, very hard. 
Maybe you can make it. Whatever you do, 
don’t clutch at the first rung on the ladder 
if it falls too short of the specifications 
set forth here. 

Seeing the wheels go ‘round is surely 
the way to get started, provided they 
spin in the right direction. 


*ArLo Bates: “Talks on Writing Eng- 
lish”; Houghton Mifflin 


‘You're Not in the Business Just 


ave? 
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to Make Money, Reader Tells Woolf 


Once again AA fractures a rule and intercepts some not-so-private corres- 
pondence. When Jim Woolf (who hasn't seen this letter yet) wrote in his 
Jan. 14 column that he was in the ad business solely to make money, Reese 
Wade took his pen in hand. He doesn't believe Mr. Woolf, and neither do 


we. What he has to say is too interesting to keep for Mr. Woolf alone, so we 


rom my own scenario-writing chores to 
ell you that I just plain don’t believe it. 
What line of yours: “But I am in the ad- 
ertising business to make money, and 

or that solely.” (AA, Jan. 14.) 

You're much too smart a man to believe 
Sourself on that score. A lot of people 
Gre in it—in anything—for money solely, 
but you aren't one of them 
} You're a teacher, Mr. Woolf. You're a 

oughtful man, concerned with under- 

anding the “whys” of the world you 

ve in. Every word of every line of your 

ticles proclaims your intellectual inter- 
est. And every word you write in that 
space also proclaims the fact that you like 
to impart that interest to other people. 
You don’t make flat statements and let 
them stop there. You try to reason it all 
out; you try to show and tell and prove 
WHY. And that, for my dough, makes you 
at heart a teacher; and no man can be a 
teacher who is motivated by money alone. 

Not long ago I talked with a most pro- 
ficient motion picture man. I knew of a 
young man who was trying to learn the 
business. I suggested that he might help 
this boy a lot if he would give him some 
pointers and some help on the techniques 
of the films. I always tried to help as 
much as I could, but I know that my tech- 
nical knowledge does not include every- 
thing this other man has 

“Look,” he said. “I've spent 20 years of 
hard labor learning what I know about 
film production. It is what I have to sell, 
what I trade for my living. I don’t give 
that away to anyone. Let this kid put in 
his time just as I did.” 

Well—me, I can’t help trying to teach 
others to know all that I know. It isn’t 
much, maybe—ad agency, radio and now 
movies—but something in me makes me 
want to pass this knowledge along. And 
the same something is making you want 
to pass it along. 

Years ago I happened to be in a hospital 
at the same time it also was occupied by a 
famous surgeon. We happened to suffer 
from the same complaint—hiccups—so 
later on, after my recovery, I dropped 
into his office to meet him and say hello 


} present it here. 
Dear Mr. Woolf: I’m taking time out 


He was a fine guy and we talked for a 
little while. Then the talk switched, as it 
will, to the subject of medicine and doc- 
tors. I was interested to hear him say, 
“There are too many men entering the 
profession today who should never be in 
it.” It sounded like the usual gripe by an 
older man toward the younger men, but 
it didn’t turn out that way. He went on 
to make a point which has stuck with me 
through these many long years: 

“It makes no difference,” he said, 
“where a man has gone to school, by 
whom he has been trained, what his 
background is, or how skillful he may be. 
If he thinks first ‘How much am I going 
to make from this job?’ instead of ‘How 
much will I be able to help this patient?’ 

he is no doctor, and he does not belong 
in the medical profession, And there are 
too many coming in who think that way.” 

I happen to agree with the surgeon. 
And I agree with his thesis, even when 
applied to other things. I like to make 
money, yes; I wish I could make a great 
deal of money; but I’m damned, Mr. 
Woolf, if I would care to live if the mak- 
ing of money were my sole reason for any 
activity. And neither would you. 

The thing we live for and work for— 
the thing which is so little understood by 
most of us and yet is so well understood 
by the psychologists—is recognition. It 
is simply our old friend, the desire for 
social approval. If a man can make money 
and achieve this recognition too, he is in 
fine shape. But for a normal man to make 
money and not have full self-respect is 
to have made nothing. I think that James 
Lincoln, president of the Lincoln Electric 
Co. (you know: the one with the famous 
profit-sharing system and the world’s 
highest paid industrial employes), said 
it about as well as I have ever seen: 

“There is no difference in the aspira- 
tions and desires of human beings. All 
want to be people who are doing a man’s 
job in a man’s world. All want to stand 
out as individuals of ability.” 

I know a newspaper man who stayed 
months in a job where he wasn’t even 
being paid regularly. He went eventually 
to a job where he was paid well, but he 


was never as happy there as he was in 
that other situation. Eventually I found 
out why. The other publisher was a man 
who was a good fellow but not much of a 
writer. When my friend would get down 
to the carpet on deadline day and start 
putting it all together in that precise way 
he has, the publisher would watch and 
say, “Man, I'd give a million dollars if I 
could do that.” That's all. But it was 
recognition; it was someone to make my 
friend feel as if he too were important—as 
if he were doing something worth doing 
and doing it well. In other words—Mr. 
Lincoln’s words—he simply hungered in- 
side himself to “stand out as an individual 


You Ought fo Know . 


When a stranger first meets Goodyear 
Tire & Rubber Co.’s new advertising di- 
rector, K. C. Zonsius, he gets the impres- 
sion that he is shaking hands with a man 
who is too much interested in his work 
to take time out for 
sleep. 

A man with seem- 
ingly inexhaustible re- 
serves of energy, Ken 
Zonsius has applied his 
enthusiasm to every 
problem he has faced 
since he joined Good- 
year 35 years ago as a 
general line salesman. 

He has always been 
sold on the idea that advertising should 
be treated as a “working partner” of 
salesmanship, From the day he started, 
back in 1917, he has done an outstanding 
job of advertising with Goodyear dealers. 

His reputation grew as he moved up— 
first to assistant manager of the old Chi- 
cago district and, later, as manager of 
the Peoria district. As a result, in 1930, 
when the late C. T. Hutchins was looking 
for an assistant advertising manager with 
ability, Ken was chosen for the job. 


Ken Zonsius 


® The going was rugged in 1930. With the 
effects of the depression in evidence on 
all sides, it took a lot of persuasion to 
convince some dealers that tires could be 
sold if- prospects were asked to buy via 
local dealer advertising. 

But Ken argued that “the most impor- 
tant thing that happens in the tire busi- 
ness is when a dealer and a prospect 
get together. The bringing together of 
buyer and seller is the sum total of all 
Goodyear sales effort, including advertis- 
ing.” 

Goodyear continued to hammer away 
with both national and local advertising 
during the dark years of the early ‘30s, 
and it managed to build acceptance for 
its products that paid dividends both dur- 
ing the depression and in the brighter 
years that followed. 

When orders for dealer advertising 
failed to come in as fast as Hutchins and 
Zonsius thought they should, the ad de- 
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of ability.” 

You do stand out as such an individual. 
You always have and doubtless always 
will. You unquestionably feel that you 
are fulfilling yourself in your work—you 
feel that you do a good job, a job of 
which you can be proud, in a field which 
is worthy of your character and your life. 
If you didn’t feel that way, Mr. Woolf, I 
venture to guess that ten times the income 
would not have kept you in it. Some in- 
sensitive people, yes; but not you. 

Sincerely, 

REESE WADE. 

Production Manager, United Film 
Service Inc., Kansas City, Mo. 


. « Ken Zonsius 


partment reminded Goodyear salesmen 
that “advertising is consumer selling. 
Dor’t overlook that fact. The sooner your 
dealers are doing this consumer selling 
the surer you are of selling them more 
tires and tubes.” 


# From his wide acquaintance with deal- 
ers and their problems, Ken was able to 
fit dealer ads to the times. He constantly 
sought advice and suggestions from deal- 
ers and the field selling organization on 
dealer needs. And he saw to it that the 
needs were met with sound, hard-selling 
copy. 

Advertising and selling are so closely 
related in Ken Zonsius’ book that he 
stepped up to manager of auto tire sales 
in 1935 without breaking his stride. And 
he moved back to the advertising depart- 
ment a few weeks ago, succeeding the late 
J. K. Hough as director of advertising, in 
the same manner. 

Ken was born July 11, 1894, in Chicago. 
He attended high school in Chicago and 
Northwestern University before starting 
his business career as a salesman for 
Conkling, Price & Webb, a Chicago insur- 
ance company. 

In his various capacities with Goodyear, 
he has covered most of the country—fre- 
quently to fulfill speaking engagements. 
Ken likes to illustrate his talks with 
charts and other visual aids, partly be- 
cause it helps keep things rolling fast. 


® An associate once remarked, following 
a Zonsius talk, that “Ken’s style reminds 
you of a machine gun—with all the bullets 
going into the center of the target.” 

During his 35 years with Goodyear, he 
has demonstrated an unusual ability to 
get along with people, not only in the 
tire field, but in the various sales and 
production divisions as well. This talent is 
expected to help simplify the many prob- 
lems connected with his broader advertis- 
ing assignment. 

On the wall of his office is a sign that 
reads, “It can be done.” And, after a chat 
with the indefatigable Zonsius, the visitor 
has the very definite impression that 
things will be done. 


Mail Order and Direct Mail Clinic... 


C. 0. D.s Needn’t Be Headaches 


By Wuirt NortHMore ScHULTZ 

“Damn those C.O.D. mail orders!” 
said the owner of a good-size mail order 
company the other evening. 

“I'll bet we've sent back 500 of those 
headacne-making C.O.D. orders in the 
past couple of months. Sure it hurt to 
lose this business. But we can’t be both- 
ered with ‘collect on delivery’ orders 
any more,” he declared with vehement 
finality. 


In a year’s time this mail order mer- di 


chandiser is going to lose hundreds of 
net profit dollars by using this short- 
sighted, business-killing policy, in my 
opinion. Also, I believe he’s building bad 
will with potential customers because of 
this inept treatment of mail order buyers. 

Many folks who buy by mail, you know, 
don't have checking accounts or cash 
available at the time of ordering. They 
may not be near a post office where they 
could secure a postal money order. 

I maintain that if you trust people, 


——— 


Gee, eee. : a a ae 
~ a ‘ ‘ Baha 
A * 
af . | 
; 
66 ee 
/ 

; | 
a 

_ 
pe? 
, ¢ ae 

zt 
x J Po 
~_ ' 
ae 

2g 

7 

4 

" “] - 

4g ' 

sa 

A 

my | 

¥ ee 

4 

= 

m 

i 
: A 
ont 

if 
ie 
’ ty 

“a 

“a 
y 

% a 

‘a |} 
+f 

Be... 
sel 

, 
» i 
si P 

rhs 
ea 
> * 

a SS 

S h 

‘ i ‘ 
is 
Si? t 
J I 
eee I 

aS | 

i a 

pee? 
é id | 

ie P * 
end as , ‘ ay 
Ba ahs ; : i ae 
; ee Loker ae E : SS tare ee ‘ 2 + oe ie ee i : pre Sil glad aa pee Be PE Be SP og foe to Se Ber, ia I as 5 
ce NOES Re ee oo : oy eee reg cg ek: Th a ; eee ee ee 


SA I Sd) ce et Pa 


Never Underestimate the Power of a Woman! 


SALE 
MENS SuIts 


Pea etn OF- 


LP LLL LIER LAE LEA OI 


Every month — for nearly 12 years\— the women of America have bought more 
copies of Ladies’ Home Journal, through newsstand purchases and subscriptions, 


than they have of any other magazine carrying advertising, bar none. 


ladies’ home Jj Oo a @ i A L 


THE MAGAZINE WOMEN BELIEVE IN 
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you can handle C. O. D. orders profitably. 
For the past few years we've been ex- 
perimenting with a new method of pro- 
orders. The experiment 
positive results. . .and 


cessing C.O.D 
is showing 
increasing sales 

It's certainly true that C.O.D. orders, 
when handled in the standard way, are a 
nuisance to buyer and seller. 

Sellers must fill out complicated, time- 
consuming forms for each package. Buy- 
ers must be present when their merchan- 
dise is delivered, and they must have the 
correct amount of money ready for the 
impatient postman, who usually doesn’t 
have the correct change available, I’ve 


many 


discovered 

All in all, C.O.D. orders are a bother 
to all concerned. As a result, more and 
more mail order firms are losing sales 
by stating in their ads and direct mail 
promotions, “No C. O.D.s, please.” Our 
modest company does accept C. O. D. or- 
ders. I'd like to explain how we handle 
them. Maybe the idea will help you. 


@ Long ago we realized that there is a 
certain group of mail order shoppers who 
will only buy by C.O.D. We figure that 
if we're to service our customers, we've 
got to beam our sales story to their buy- 
ing habits and to their whims. Some buy- 
ers, you know, are skeptical, too, and 
they want to see the merchandise they're 

buying by mail before paying for it. 
That’s fine with us. We welcome prod- 
ct inspection, Our unconditional guaran- 
» reads: “Complete satisfaction or your 

Money back by return mail.” 

; So, when a person sends us a c.0.D. 

@ider we 

1. Acknowledge it immediately. 

2. Send the merchandise ordered 

Bomptly on open account. 

13. Invoice the customer at once for the 
oduct ordered, enclosing a mailing 
sce with the bill. The mailing piece, by 
>» way, provides a chance for re-order 
es because the customer often sends a 

order along with his remittance. 


en nena 


BeOn our simple statements, stamped in 
bfight red letters, are the following mes- 
Sages to our C. O. D. buyers 

’Terms: Net. Payable, please, by re- 
tumn mail. 

We trust our customers! We are bill- 


. 


The Eye and Ear Department... 


i 


ing you to save you costly C.O.D. fees. 
Please remit by return mail to maintain 
your excellent credit rating. Thank you!” 

Notice that we assume the person's 
credit is excellent and that he wishes to 
continue to keep it so by paying promptly. 

You might be interested in some results 
of this trusting, Golden Rule approach to 
Cc. O.D. order handling. 

On the last 1,000 C.O.D. orders we 
processed, 900 new customers paid with- 
in ten days with many writing their 
thanks on our statement for our policy 
of trusting them. Many more sent along 
additional orders. 

Twenty-one of the 1,000 buyers paid in 
14 days. Twenty-eight paid in three weeks’ 
time. Thirteen paid within 30 days. And 
38 are delinquent...but no doubt will 
pay up after the first or second friendly 
statement we'll send them—with another 
mailing piece enclosed. 


s Granted we may lose a few dollars on 
these 1,000 orders; think of the positive 
results: 1,000 new orders; 1,000 new cus- 
tomers; good will. 

Well, what does this prove? It proves 
to me, at least, that: 

1. A good percentage of shop-by-mail 
buyers prefer to buy on C.O.D. terms. 
Why turn down this plus business? 

2. People like to be trusted. If you have 
faith in them, this faith will be reflected, 
and they'll have confidence in you, your 
integrity and your desire to serve. 

3. The overwhelming majority of our 
customers, at least, are honest. They pay 
their bills promptly. 

4. Instead of turning down good C. O. D. 
business, mail order companies should 
accept it and turn it into new, profit- 
making, good will building sales. 

It’s true, perhaps, that this C.O.D. 
plan will not work with all types of com- 
panies selling by mail. It’s true, too, 
that hard-headed auditors will no doubt 
be shocked by this method of doing busi- 
ness. 

Nevertheless, I sincerely believe that 
if you completely trust your customers, 
positive results in the form of new sales 
and friendly relationships will follow. 

I'll bet my life on that principle! 

In a future column I'd like to discuss 
methods of reducing refusals on C.O. D. 
orders processed in the standard way. 


Television and the Election 


Already some hefty blocs of time have 
been sold for televising the conventions. 
Some of the Presidential aspirants have 
appeared on the political quiz programs. 
And undoubtedly programs of this type 
will increase in value to their sponsors 
as the campaign really gets under way. 
Some comments have appeared concern- 
ing the “commercialization” of what many 
people refer to anyway as our “quadren- 
nial circus.” But undoubtedly television 
can and quite probably will exert a 
powerful influence on the outcome of the 
1952 elections 

Many a Taft wondering 
what effect Bob’s bank teller appearance 
will have on prospective voters with TV 
sets. Many an Eisenhower rooter is count- 
ing on TV to win the women’s vote. Good 
old Estes goes into the fray already 
equipped with TV experience—and highly 
successful experience at that 


Supporter 1s 


s However, television—in this election— 
offers the country an opportunity much 
greater than that of simply judging the 
comparative sex appeal and _ histrionic 
ability of its Presidential candidates. 
Should some public-spirited, patriotic and 
shrewd advertiser size up the situation, it 
offers the opportunity of having the best 
man, at long last, win. 

Let’s investigate just how this miracle 
might be brought about. For one thing— 


and despite the feeling of many Republi- 
cans on the subject—it is actually the 
thinking people of this country who elect 
a President. The partisans more or less 
cancel each other out. The smaller but 
still sizable independent vote swings the 
balance of power. 


8 This thoughtful minority has for years 
deplored the impossibility of nailing down 
either a political platform or a_ political 
orator on any specific issue. During a 
political campaign, double talk becomes 
the order of the day. On politically spon- 
sored TV appearances, on forums, on quiz 
programs and on debates, our runners for 
office have already proved themselves to 
be—and may be expected to continue 
proving themselves to be—masters of the 
weasled statement. 

Should some program be evolved, how- 
ever, on which aspirants to political of- 
fice are forced to state clearly their posi- 
tion on various issues—before a jury 
composed of various segments of our 
economy: labor, the grange, business, the 
military, and so forth—it is just possible 
that the thinking minority will be enabled, 
this time, to exercise more than just an 
intuitive judgment of the candidates. It 
is also just possible that this might be 
good for the country—and television—and 
the advertiser who sponsored the pro- 
gram. 


Tips for the Production Man... 
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There Are Many Uses for Color Prints 


By KENNETH B. BUTLER 

It is seldom wise or practical to send 
original art work in color all over the 
country to show sales outlets or produc- 
tion sources just what is in the making 
in a new campaign. Through color repro- 
ductions at moderate expense your art 
in full color can be in a good many places 
at the same time. 

Although this concern doubtless is only 
one of numerous producers of this type 
of work, I have been interested in these 
color prints through information fur- 
nished me by Thomas B. Noble Associates, 
270 Park Ave., New York 17. They call 
them Rabbit prints, because they multi- 
ply fast, I guess. 


® These prints are color corrected and 
are reproductions of your ads or sales 
material done in continuous tone (no 
halftone screen) and in full color. They 
are made from original art work or color 
transparencies, the practical quantity 
range being from 10 up to 150 copies. 
They may be made in sizes from 8x10” 
up to 20x24”. Cost depends on size, The 
8x10 prints, for example, are currently 
quoted at $3.50 each plus a $30 prepara- 


Employe Communications... 


tion charge. 

They are excellent for salesmen’s pres- 
entations, for pre-testing of product de- 
signs or ad themes, or to provide an 
advance look-see of new promotions to 
distributors, dealers, and regional sales 
offices. 

Researchers are able to use them in 
determining advance color preferences, 
etc, They’re good, too, as a guide to out- 
door bulletin painters in order to hold 
color fidelity in painted displays. 

When the production man finds he is 
faced with art work needed in several 
places by several suppliers (engravers, 
printers, offset or gravure houses, mag- 
azines, publicity outlets) such color 
prints may fill the bill without sacrificing 
your expensive and fragile art. All re- 
production sources work from color- 
corrected copy that insures uniformity in 
your color campaign. 

For longer runs they offer their Pea- 
cock color prints, printed letterpress on 
Kromekote stock, 150-line screen. They're 
practical for runs up to 5,000. As an ex- 
ample of cost, $275 buys 1,000 prints— 
744x944” color area—on a sheet 812x111", 
with additional prints at 5¢ each. 


Welcoming the New Employe 


By Rosert Newcoms and Marc SAMMONS 
Back in the old days, the new employe 
was frequently appraised in a matter of 
a split second by the foreman, and 
thumbed to his place at the bench. Here, 
by guess and by golly, he learned the 
ropes. It might take him a day, and it 
might take him more. There was no par- 
ticular evidence that anybody cared, in 
some plants at least, one way or the other. 
Some of the die-hards will contend that 
you can carry the welcome sign too far, 
but a Wisconsin paper mill management 
doesn’t think so. It has developed a sys- 
tem for introducing the new employe just 
about as soon as he goes on the job, and 
the management thinks it gets the new 
man oriented quickly and comfortably. 


® Bergstrom Paper Co., at Neenah, Wis., 
launched a mill bulletin board program a 
few months back. The boards carry not 
only the routine notices common to any 
board, but a certain amount of news and 
pictures of personal interest to employes. 

The welcoming feature was developed 
by accident, The mill for some time had 
utilized a Polaroid Land camera, with 
its instantaneous developing-and-printing 
features, to record damaged shipments to 
the mill. Suddenly it occurred to the head 
of the company, Nathan Bergstrom, that 
new employes could be introduced to the 
entire mill, simply by using the mill cam- 
era. Shortly thereafter the main mill 
board was altered so that every new em- 
ploye’s photograph was posted almost as 
soon as he was hired. Naturally if more 
than one employe’s picture was to be 
posted, the main board was simply rear- 
ranged to accommodate the additional 
pictures. 


@ Mr. Bergstrom is one of the paper in- 
dustry’s strongest champions of personal 
contact with employes. Last year he ini- 
tiated the practice of setting aside one 
evening a week in order to have dinner 
with one or more of his employes, and as 
a result of these informal gatherings, he 
has established a workable system of two- 
way communication. “What many men 


INTRODUCTION—Exhibit panel showing how 
Bergstrom Paper Co. introduces new em- 
ployes in photos on mill bulletin board. 


in management fail to realize,” he points 
out, “is that the employes always seem 
to enjoy themselves tremendously, but 
nobody enjoys himself half as much as 
the host. Try it.” 

The paper mill official puts his finger 
on what he considers a glaring weakness 
in plant personnel education. If a com- 
pany is looking for a personnel manager 
or industrial relations director, he says, 
it is comparatively easy to find someone 
with academic training in personnel ad- 
ministration, in engineering, in law, But 
he is still seeking the college or university 
able to offer a graduate schooled in hu- 
man relations. He thinks there is a great 
need for it. 

Meanwhile he feels that his own per- 
sonnel will keep the mill’s human rela- 
tions at a high level if they continue to be 
reminded of it, by little daily examples. 
The face of a new employe on a bulletin 
board, with a few lines of information 
about him, is Mr. Bergstrom’s idea of only 
one example. He is constantly trying to 
figure out others. 
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DOG DAYS—Elaine Courtney smiles at 
some of the 16,896 coupons redeemed 
by Borden's dog food buyers last month 
The compony is making a special 15¢ 
redemption introductory offer in 11 mar- 
kets where it recently started selling its 
dog food through grocery stores. 


Lees’ 1952 Budget 
Up to $1,500,000; 
TV Program Starts 


BripGEport, Pa., March 4—James | 
H. Lees & Sons Co. will invest} 
about $1,500,000 this year for ad-|} 
vertising. Last year it spent about | 
$1,000,000. | 

Principal new factor in the com- 
pany’s plans is television. Lees’ 
first regular TV program series— 
“Meet the Masters”—started last 
week on NBC. Filmed by World 
Artists, the 30-minute program 
will be televised every other week. 
Jascha Heifetz, the violinist, was 
the first featured artist. Singer 
Marian Anderson will be starred 
next. 

Omitting the middle commercial, 
the sponsor is using only an open- 
ing credit and a 90-second sales 
message at the close of the show. 
The theme—‘Those Heavenly Car- 
pets by Lees’’—is one that has 
been used for five years. Nearly 
50 stations carry the telecast, eight 
of them on a spot basis. 


@ Cariton R. Asher, advertising 
manager of Lees’ carpet division, 
said TV was added without dis- 
placing other media. 

Among the magazines to be used 
in 1952: American Home, Better} 
Homes & Gardens, House Beauti-| 
ful, House & Garden, Sunset Mag- 
azine and The Saturday Evening 
Post. Copy appears regularly in 
about 70 newspapers. In addition, 
tune-in ads for the telecast are 
scheduled in 78 papers. Also used: 
independent and locally edited 
Sunday supplements and the Me- 
tropolitan Group. 

D’Arcy Advertising 
agency. 


Co. is the! 


Healy Joins McGraw-Hill 


R. Scott Healy 
pointed promotion manager of} 
Electrical World, a McGraw-Hill | 
publication. He takes over the job 
vacated several months ago by| 
Julian H. Boone, who became pro- |} 
motion manager of Power, another 
McGraw-Hill paper. Mr. Healy 
formerly was advertising and sales 
promotion manager of Columbia 
Ribbon & Carbon Co., Glen Cove, 
N. Y., and before that assistant 
advertising manager of Dictaphone 
Corp., New York. 


has been ap-| 


enititiiiaetiititl ail Me Clatchy Broadcasting Company 


Marvin L. Rosene has been ap- 
pointed general manager of WLOL, 
Minneapolis-St. Paul. Formerly, 
he was general manager of KIOA, 
Des Moines, which is affiliated 
with WLOL, 


Three Agencies Join 4 A’s 
Aylin Advertising, Houston, 
Rowland Broiles Co., Ft. Worth, 
and Wendt Advertising, Toledo, 
have become members of the 
American Assn. of Advertising| 
Agencies. 


Silloway Elected V.P. 


Charles T. Silloway, executive | 


v.p. of Chilcott Laboratories, a 
subsidiary of Warner-Hudnut Inc., 
New York, has been elected a v.p. 
of the parent company. He will 
continue as executive v.p. of Chil- 
cott and also will be responsible for 
sales and promotion of the William 
R. Warner ethical pharmaceutical 
division of the parent company. 
Mr. Silloway has been associated 
with Chilcott Laboratories since 
1939. 


Two Appointed to Ad Dept. 


William H. Baker, formerly with 
Raymond L. Sines & Associates, 
San Francisco, and Ralph H. Eicher 
Jr., formerly with the Register, 
Brookings, S. D., have joined the 
advertising department of Tide 
Water Associated Oil Co. San 
Francisco. 


| Phil Harris Signs with NBC 


Phil Harris has signed a long- 
term contract with National Broad- 
casting Co. for both radio and 
television. The contract calls for 
continuation of the “Phil Harris- 
Alice Faye Show” currently on the 
NBC radio network and appear- 
ances by Phil Harris on major 
NBC television shows. Other de- 
tails of the contract were not re- 
vealed. 


Join National Transiteds 

| The following have joined the 
sales staffs of National Transitads 
Inc.: Jack Hanlon, formerly with 
General Outdoor Advertising and 
Foote, Cone & Belding, has joined! 
the Chicago staff. A. Bernard Ohle| 
and C. M. Davison Jr. have been 
added to the Baltimore office. Rex 
W. Ochs has been appointed to the. 
staff in Oklahoma City. ' 


Need a Good Film Spot.. 


AT A MODERATE PRICE TO FIT A LOW BUDGET? 
produced top-quality film titles 


FILMACK can make it, as 
they're doing for hundreds of 
FILM 
SPOTS 
nd for theat nd with 
and messages for theatres a 
agencies. Experience counts. Our AUDIO 


advertisers the country over. 
For 35 years FILMACK has 
staff, complete lab, sound studio 


and camera equipment can save you AS LOW AS 
time and mpney. 8 Sec. $50 
Send in your copy for estimate. 20 Sec. $80 
Our low prices will surprise you. 1 Minute $150 


Filmack Studios 


1335 SOUTH WABASH AVENUE «+ CHICAGO 5, ILLINOIS 


To sell 


Tooth paste or tires, the way to sell in inland California and western 
. on the BEELINE! It’s the five-station radio combina- 


Nevada is.. 


Tooth paste 
to inland 
Californians 


(AND WESTERN NEVADANS) 


tion that gives you 


THE MOST LISTENERS More audience than the eleven other lead- 


ing local stations needed to cover inland California and western 
(BMB State Area Report) 


Nevada. 


LOWEST COST PER THOUSAND More audience plus favorable 


Beeline combination rates naturally means lowest cost per thousand 
(BMB Standard Rate & Data) 


listeners. 


Ask Raymer for the full story on this 3-billion-dollar market—inland 


California and western Nevada. 


Sacramento, California 


Affiliated with Inland California’s 3 Leading Papers 


THE SACRAMENTO BEE @ THE MODESTO BEE e THE FRESNO BEE 
KWG 


Stockton (ABC) 
250 watts 1230 ke. 


Sacramento (ABC) 
50,000 wotts 1530 ke. 


Reno (NBC) 
5000 wotts, day; 1000 


Bokersfield (CBS) 
1000 watts 1410 ke. 


watts, night 630 kc. 


Paul H. Raymer, National Representative 


nab 


Ge 


< 


Fresno (NBC) 
5000 watts 580 ke. 
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Lethbridge Joins NBC Sales 


Robert Lethbridge, formerly 
with the sales staff of Tiffany 
Productions, children’s record 
manufacturer, has joined the sales 
staff of National Broadcasting Co.’s 


Chicago TV spot sales department. | 


Skoro Named Art Director 


Donald K. Skoro, formerly a 
free lance artist, has been ap- 
pointed art director of Arnold M 
Niemeyer & Associates, St 
ugency 


a 

Mw ; pa a the 
n the <cotimaiel) 
HEN 


ONE NEWSPAPER 
TORONTO DAILY STAR 


PUTS IT RIGHT 
IN YOUR LAP 


421,121 


COPIES DAILY 


A.B.C. Publisher's Stotement, Sept. 30, 195) 
The strongest single 
Newspaper Advertising 
Force in Ontario's 
$3,500,000,000 
market 


TORONTO 
DAILY 
STAR 


80 KING STREET W., TORONTO 
UNIVERSITY TOWER BLDG., MONTREAL 
IN U.S.A.—WARD-GRIFFITH INC. 


Paul | 


‘STREET? 


YES .-- THAT'S RIGHT! 
Ow Setenten & So tgrys.. 


_ CARPET 16" 


CARPET WAR--Two Denver carpet retailers, 
lin’s, have been having a fracas via full-page newspoper ads. 
Following an Alcove ad Jon. 28 (left), which featured below 
wholesale prices on 192 miles of carpet, more than enough to 
carpet Denver's 16th St., Joslin’s parried with a poge ad Feb. 


we cannot tell alie...... 
Oe eee 
err . sae ae - 


CONT . 


6 OO hee” thvae orton: + 


Alcove’s and Jos- 17 (center). 
carpet...We don't 
highways . . 


was Aicove’s reply 


This stated: 
. We do have excellent values. . . 


have the largest selection in this area. 


DON'T CRY BABY! | 


Say 


4 GREAT STORES TO SERVE VOU 


eo | 


“We don't have nearly 200 miles of 
have enough to cover playgrounds, islands, 
“ "Don't cry baby!” 
“We can't help it if we 


three days later. 


Television Stations in Small Cities 
Can Make Money. Sarkes Tarzian Says 


Cuicaco, March 4—TV stations | 


| can make a living in small cities, merged because of “soaring costs | that rate cuts to gain greater vol- 


Herald and World-Telephone 


| but they will have to fight for| of newspaper publication.”) 


| 


business and watch every penny. 
That’s the opinion of Sarkes | 
| Tarzian, owner of Station WTTV, | 


Bloomington, Ind., who spoke last| Indiana and Illinois. This includes} GOA Appoints W. D. Diebel 
week at a joint meeting of the Chi-| 236 cities with a population of 2,- | To Head New York Branch 


cago Televisi»n Council and the | 


| Chicago Radio Management Club. 


| 


Mr. Tarzian warned the group|® Although TV is rivaling radio, | Donald Diebel, 
he contended that radio isn’t go-| M 


that the small city TV operator | 
must cut every possible corner on | 
expenses. He opened his own sta-| 
tion, he recalled, for $150,000— | 
about half of what a station usual- | 
ly cost in 1949. 


As a result of intensive selling} with newspapers. The store spent| and New Rochel- 
‘took hold,” he |$75 for newspaper ads and an equal | le. 
said. Local TV sales in 1951, for| amount for radio commercials to| 


effort, the station *‘ 


example, were 800% above sim-| 
ilar 1950 billings 


®s The advent of the television sta- | 


fect billings on his AM_ station 
WTTS, Mr. Tarzian declared. In- 
stead, the video outlet had a di- 
rect effect on the local newspa- 
pers. 

Within a year after Station} 
WTTV made its debut, he said, 


were forced to merge. (AA re-| 
ported July 3, 1950, that the Daily 


Mr. Tarzian said that WTTV is 
now a 35,000-watt station, with a 
signal that covers 63 counties in| 


000,000 persons. 


ing to be replaced by TV. As an 
example, he said that recently a 
local department store cooperated 
in a test of the effectiveness of 
|radio advertising as compared | 


advertise a line of hosiery. 

A check was made at each pur- 
chase as to whether the buyer had 
read the ad in the paper or had 


| tion in the small town did not af-| heard the radio commercial. The | s sales 
result, he said, was that 30% more | 
after 


people bought the hosiery 
hearing the commercial than after | 
reading the newspaper ad. 

In combatting complaints re- 
garding “too-long commercials,” 


| Mr. Tarzian contends that only 6% | 
the two Bloomington newspapers| to 10% of a program is devoted | 
to advertising. Newspapers, he} 
said, devote 60% of space to ad-| 


AMERICA'S 
FIRST 
' ENGRAVER 


DAY-NIGHT 


REVERE PHOTO ENGR 
712 FEDERAL STREET, CHICAGO 5, | 


AVING CO. 
LL. WA 2-8816-7-8 


vertising. 

As to rate increases, he said that 
if a station is doing a job for the 
advertisers, increases based on a 
fair price are justifiable. He feels 


lume are short sighted. (Effective 
| March 1, WTTV will substantially 
increase its rates.) 


Outdoor Advertising 
has appointed W. 
manager of its 


General 
Co., Chicago, 


inneapolis 
branch, to head 
its New York 
branch. This op- 
eration covers 
Manhattan, 
Bronx, Brooklyn, 


Mr. Diebel has 
| had 28 years of 
experience in the 
outdoor industry. 
|S ince joining 
GOA he has been 
representative, sales man- 
ager, regional sales director and 
branch manager of the Akron 
branch as well as of the Minnea- 
| Polis-St. Paul office. 

| 

| Calumet & Hecla Coordinates 

| Ad Depts., Names Agency 


Calumet and Hecla Consolidated 
Copper Co., Detroit, has combined 
the advertising of the corporate 
organization and its divisions un- 
der one department. H. A. Harty, 
ad manager of the Wolverine tube 
division, has been promoted to ad 
manager of the Calumet division. 
In addition, he will direct the cor- 
porate ad program. 

Meanwhile, the company has 
appointed Charles M. Gray & As- 
sociates, Detroit, to direct adver- 
tising for its Calumet division and 
corporate program. The agency 
has had the Wolverine tube divi- 
sion for the past 12 years. 


W. Dona'd Diebei 


Westinghouse Boosts Fichter 


Robert M. Fichter has been pro- 
|moted to the new post of sales 
| promotion manager of consumer 
| products of the consumer products 
division of Westinghouse Electric 
|Corp., Pittsburgh. Mr. Fichter 
joined Westinghouse in 1936 and 
most recently was major appliance 
advertising and _ sales _ training 
| manager at the appliance division 
| headquarters in Mansfield, O. 


| Agency Changes Name 


Mike Bolin Advertising-Public 
| Relations Co., Minneapolis, has 
| changed its name to Bolin-Smith 
| Advertising. The agency was or- 
| ganized two years ago. It became 
|a partnership about a year ago 
| when Stan Smith, formerly v.p. of 
| Mailadvertising Inc., joined it. 
| 


|To Willsted & Shacter 

| Shirtcraft Co. has appointed 
| Willsted & Shacter, New York, to} 
| handle advertising for men’s dress | 
shirts, sport shirts and heavy out-| 
erwear lines. The company has} 
had no agency for more than a 
| year. 


Advertising Age, March 10, 1952 
Five Buy Nielsen Service 


A. C. Nielsen Co. has added five 


/| more subscribers to its list. They 
| are: The Ford Foundation, for both 


radio and television ratings re- 


| ports; American Broadcasting Co. 


TV network, for the marketing 


| service; WJZ-TV, New York, for 


New York TV ratings; Arthur 
Meyerhoff & Co., Chicago agency, 
for radio ratings reports, and Car- 
ter Products Inc., New York, for 
the television index complete re- 
port 


Agency Gets Two Accounts 


Guenther, Brown & Berne, Cin- 
cinnati, has been appointed to di- 
rect advertising for Dorsel Co., 
Newport, Ky., maker of Seal of 
Kentucky flour and other milling 
products. The agency also has 
been appointed to prepare special 
local Cincinnati promotions for 
Rudolph Wurlitzer Co. 


Mann Promoted to Editor 

Herbert L. Mann, who has been 
with Sutton Publishing Co., New 
York, since 1945, has been pro- 
moted to editor of Contractors’ 
Electrical Equipment. 


"| Bought 
Butane-Propane News 


... because | know we 
reach an alert audience. 
From 80 to 100 readers ev- 
ery month write to the edi- 
tors for advice on technical 
and engineering probl2ms. 
This confidence in BUTANE- 
PROPANE News means bet- 
ter results from our adver- 
tising to the Liquefied 
Petroleum Gas Industry.” 


... and because BP-News has 


>» 50% greater coverage of read- 
ers in Bulk Plants who represent 
85% of the industry's purchas- 
ing power. 


- 


Largest circulation, highest sub- 
scription rate, and the highest 
renewal percentage in the in- 
dustry. 


>» The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


— 


Publishers of the only library of 
technical books — Headquarters 


for LP-Gas information since 
1931. 
>» Seven Readership surveys prove 


BP-News first choice by a 2 to | 
majority. 


w 


First in display and classified ad- 
vertising for 13 years. 


bd In 1950, 97 exclusive advertis- 
ers used only BP-News Publica- 
tions to sell this market. 
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NBC-TV Reports 
TV a Best Buy 
in Summertime 


- (Continued from Page 1) 
and Jack B. Landis prepared the 
report. 

First, the company sought an 
answer for skeptical advertisers, 
who ask “who watches TV in the 
summer when people are usually 
away on vacation or busy with 
other activities?” It came up with 
this rather surprising vacation pic- 
ture: 

A. Some 56.1% of the video 
families questioned took no vaca- 
tion or spent their vacation at 
home. (Members of the family 
were recorded as away from home 
only if their stay was longer than 
a half-week duration.) 

B. Slightly more than 13% went 
away on vacation, but left one or 
more family members at home. 

C. Some 30.7% went away on 
vacation, with all members of the 
family away at the same time. 


®@ In the case of the latter group, 
the average time away from home 
was 14.8 days. When the vacation 
period was averaged over the en- 
tire TV group, the average video 
family was found to be unavail- 
able (for viewing on the home 
set, that is) only 4.5 days during 
the summer. 

Availability of TV families also 
was figured on a weekly basis; 
during no week in the summer did 
the TV family availability drop 
below 92%, the report stated, add- 
ing: “And 29% of TV families 
who go away watched television 
while they were on vacation.” 


® Going a bit further, NBC re- 
searchers analyzed the data to 
show how TV owners spend their 
time on a typical summer night. 
Out of every 100, some 63 watched 
television, 27 read newspapers, 14 
sat around and talked, 13 listened 
to the radio, 10 went for a walk 
or drive, 10 went visiting, nine 
rested or went to bed, eight had 
visitors in, eight worked around 
the house or garden, six read mag- 
azines, four went to the movies, 
four played cards and games, four | 
read books, three worked on hob- 
bies, sewed or knitted, one went! 
out to paid entertainment (night 
clubs, etc.) and one went to a 
sports event. Obviously many of} 
them were spending their evening | 
on more than one activity. 
Respondents also were asked to! 
check how much time they spent} 
on each medium “yesterday” (day | 
and night). The answers were tab-| 
ulated by TV-family heads and} 
compared with NBC figures for | 
January, 1951, on the basis of min- | 
| 


utes per day per person: 
January August | 
Television . 135 115 
Radio 61 57 | 
Newspapers 7 | 
Magazines 11 ll 
s Non-TV-owning family heads) 


also watched TV a great deal in| 
August. Time spent with various | 
media by all the family heads (TV 
and non-TV owners) covered in| 
the study on the average day: 
television, 76 minutes; radio, 74; 
newspapers, 42, and magazines, 13. | 

Next, NBC considered 
families as a market. Women were | 
questioned about purchases (in| 
the last four weeks) of 11 differ-| 
ent products. For 10 out of 11, TV 
women showed substantially great- 
er buying power. In terms of rela- 
tive difference (difference be- 
tween TV homes and non-TV 
homes) figured on a percentage of | 
the non-TV homes: 


Dentifrice 5.5% 
Deodorant 16.9 
Frozen orange juice 32.1 
Instant coffee 39.9 | 
Laundry soap 2.9 


COOPERATION—Ad directors of three 


at . bilich 


tract to carry “Dorothy Darrow’s Bulletin Board,” 

in their books. Left to right: Harold Clark, Dell Publishing; David Laux, Macfadden 

Publications, and Shepard Spink, Fawcett Publications. Looking on is Edward J. 
Darragh, president of Dorothy Darrow Inc. 


Dell, Macfadden, 


Packaged cheese .. 6.8 
Packaged dessert 31.0 
Scouring powder .. —11 
Shampoo 23.7 
Shortening .. 59 
Tea ...... 7.6 


®s Male TV family heads were 
shown to be an even better poten- 
tial for advertisers. In this case 
the relative difference between TV 
homes and non-TV homes was a 
substantial plus for the former, as 


follows: 

After-shave lotion 53.8 
Beer 10.4 
Cigarets 3.3 
Cola drinks 13.4 
Gasoline 714 
Hair tonic 41.3 
Shaving cream . 25.5 


Brands were divided into three 
major groups in the sales effec- 
tiveness portion of the study— 
products with shows which went 
on during the summer, those with 
winter shows which stayed on dur- 
ing the summer and those which 
took a hiatus from TV advertising 
during the summer. 

For each brand, data were ob- 
tained on past-month purchases 
both by viewers of the program 
and by people who had not seen 
the program in the past three 
months. Purchases of program 
viewers were then compared with 
those of “carefully matched non- 
viewers.” 


® Results for 31 stay-on brands: 
“on the average, 16.8% of the pro- 
gram viewers bought these 
brands; 13.2% of the matched non- 
viewers. The difference is 3.2 extra 
customers for every 100 viewers— 
or a relative customers difference 
of 23.5%.” 

Results for 21 “new” (programs 
started after May, 1951) summer 
brands: 11.5% of the program 
viewers bought them and 8.2% of 
the matched non-viewers. “The 
difference of 3.3 represents a rela- 
tive sales difference of 40.2%.” 


8 To find out what happened to 


an advertiser’s sales who went off 
for the summer, NBC compared 
sales to TV owners and non-own- 
ers for brands which were on both 
in January and August and for 
brands which were on in January 
and off in August. The report con- 
tinues: 

“In January the average stay-on 
brand showed a 20% higher sales 
level among TV homes compared 
to non-TV homes. By August the 


video| difference in sales level had risen | 


to 37%.” 

On the other hand, 16 brands 
on TV in January and not on in 
August—studied had a sales dif- 
ference between TV owners and 
non-owners of 14% in January. By 
August, the difference had shrunk 
to 10%. 


Lukens Steel Boosts Dalzell 


Lukens Steel Co., Coatesville, 


Pa., has promoted Richard W. Dal-| 
zell, manager of commercial re-'| 
to assistant manager of! 


search, 
market development. 


s sign con- 
ed feature, 


Lid 9 


new editoriolized 


Fawcett to Carry 
Darrow’s Ad Page 


New York, March 5—Three 
competing magazine publishers— 
Dell, Fawcett and Macfadden— 
have agreed to carry a new edi- 
torialized advertising feature called 
“Dorothy Darrow’'s Bulletin 
Board.” 

The “unprecedented cooperative 
venture” was announced by Ed- 
ward J. Darragh, president of the 
newly formed Dorothy Darrow Inc. 
Mr. Darragh said the ad column 
will appear, beginning next Sep- 
tember, in 11 magazines with a 
combined circulation of 11,151,997 
(ABC guarantee: 10,100,000). 

Participating magazines—to be 
known as the Young Women’s 
Unit—are: 

Dell Modern Group: Modern 
Romances, Modern Screen, Screen 
Stories; Fawcett: True Confes- 
sions, Motion Picture; and Mac- 
fadden: True Story, True Ro- 
mance, Photoplay, True Experi- 
ence, True Love Story and Radio- 
TV Mirror. 


@ Mr. Darragh said the “Bulletin 
Board” will fill a page. The limit 
}is six advertisers, with each get- 
|ting an average of 35 lines of 
| copy plus a line cut. He’s aiming 
| for three toiletries advertisers, two 
food and one household or ap- 
pliance. By January he expects he 
may expand “Bulletin Board” to 
fill two b&w pages in each maga- 
zine. 

Advertisers may take either six 
or 12 insertions. Cost per insertion 
for six times will be $5,205—total 
$31,230. Cost per insertion for 12 
times will be $4,815—total $57,780. 
Cancelations will not be accepta- 
ble until the minimum number of 
insertions (six) has appeared, un- 
less an acceptable substitute ad- 
vertiser is available. 


. Mr. Darragh, last with the 
| Topics Publishing Co. and with 
| Macfadden 25 years ago, said this 


|is the first time it has been pos- 
| sible to obtain the cooperation of 
| competing magazine publishers in 
| a joint listing. 

He said Darrow Corp. was of- 
| ficially formed on March 3 and 
| that arrangements to carry the ad 
|feature in the three magazine 
groups were completed a week ago. 
| Darrow Corp. is located at 40 E 
49th St. 


Anitole Named Sales V. P. 
Nicholas G. Anitole, formerly 
v. p. and sales manager of Ostby 
and Barton Co., Providence ring 
manufacturer, has been appointed 
v. p. in charge of sales for Taunton 


Pearl Works, Taunton, Mass., mak- 
er of Mother of Pear] jewelry. The 
company plans a heavy ad and) 
sales promotion campaign soon. | 
Daniel F. Sullivan Co., Boston, is 
the agency. 


Armstrong Outlines 
Behavior Research 


(Continued from Page 1) | 
ing with psychologists, sociologists | 
and cultural anthropologists in de- | 
veloping its techniques in the psy-| 
chological field, and actually has| 
been able to find a way to pre-test 
advertising, with the aid of these 
new methods, so as to develop an 
accurate measurement of its sales 
impact. 

This factor is called “relative 
sales conviction”—a term new to 
the advertising and research busi- 
ness. Its importance lies in the 
fact that it correlates readership 
with sales effectiveness, thus an- 
swering the perennial question of 
the advertiser confronted only 
with comparative readership fig- 
ures, “Yes, this is a good ad from 
the standpoint of attracting read- 
ers, but will it sell?” 


® Mr. Armstrong presented a num- 
ber of comparisons of ads which 
had been measured for relative 
sales conviction, and showed that 
the pre-test figures checked with 
remarkable accuracy with the 
sales results reported by adver- 
tisers. In some cases, where mail 
order results were the objective, 
as in the case of fund-raising cam- 
paigns using couponed advertise- 
ments, returns were almost exact- 
ly what the study of relative sales 
conviction indicated they would 
be. 

These figures are not intended 
to measure actual sales results of 
various advertisements, but only 
to compare the relative results. 
Thus it can be predicted with as- 
surance that one advertisement 
would have as much as ten times 
the effectiveness of another, based 
on relative sales conviction figures, 
and the actual sales tally so close- 
ly as to demonstrate the accuracy 
of the research technique. 


® In order to show how it worked 
on a problem, he outlined the 
agency’s investigation of the ques- 
tion: Why do regular drinkers 
drink? 

In the first place, he said, depth 
interviews showed that people 
drink primarily for effect and, less 
importantly, for social reasons. But 
there was no indication of the 
kinds of effects people desired. 

McCann-Erickson then figured 
that if people drink for effect, 
drinkers must undergo a person- 
ality change. Thus it was unlikely 
that drinkers could report the 
drinking motivations (and the per- 
sonality change) in a sober inter- 
view situation. 

Therefore, depth interviews were 
conducted in a drinking situation. 
Part of the research involved the 
Szondi test, both before the sub- 
ject started drinking, and after he 
had had enough drinks to experi- 
ence an effect. 


@ (For the benefit of the admen, 
Mr. Armstrong explained that 
the test is the work of Dr. Eman- 
uel Szondi, a Hungarian psychia- 
trist. The test depends on the sub- 
ject’s emotional reaction to a set 
of passport-type photographs. The 
respondent is asked to tell which 
of the persons pictured he would 
most like to have as a train com- 
panion and which he would least 
like to have. 

Each of the pictures represents 
an extreme degree of some form of 
insanity. Szondi believes that all 
of us contain—in varying degrees 
—all of these personality charac- 
teristics. By indicating most-liked 
and least-liked choices eight times, 
to eight sets of pictures, the 
respondent sets up a reaction pat- 
tern.) 

All of the respondents in the 


McCann-Erickson test were regu- 
lar drinkers (cocktails or high- 


balls at lunch or dinner at least 
three times a week). 

Here are some of the results: 

The popular excuse “that drink- 
ing helps drinkers enjoy their so- 
cial relationships” was shattered. 
About half really meant it—they 
liked their friends better, and pro- 
jected themselves into party 
scenes. 

The other half showed clearly 
that alcohol was a means of re- 
treat and they could never project 
into an ad portraying a social situ- 
ation. 

As for the most important group, 
those who drank for effect: 

First, a number of people were 
found who enjoy positive effects 
from drinking. They feel better. 
They are often shy, don’t feel 
worthy of attention, and are con- 
scious of “smarter” and “better 
educated” people. Drinking makes 
them more sure of themselves, 
and they enjoy themselves more. 


® Second, the tests turned up a 
group on which drinking has 
mixed effects—both positive and 
negative. A frustrated man, feel- 
ing the world has short-changed 
him, continues to have the feeling 
of frustration when he drinks, but 
sometimes he also becomes abie 
think independently and to use his 
creative ability. As he says, he is 
“much brighter” than when sobeg, 

Finally, the researchers found @ 
third group in which drinking prda> 
duces an intensification of their 
problems. People in this grouj 
sometimes have desires which ie 
forbidden or taboo in our society 
and drinking intensifies them, 
They enjoy temporary license; they 
do things they normally will n 
do, and afterward don’t recall 
having done them. 


® McCann-Erickson also foun 
that the types of effects correla 
with the amount of drinking th 
the drinkers do. 

Light drinkers most frequently 
are found in the group which e 
periences negative effects— soa 
50% in this category are lig 
drinkers. The proportion of ie 
drinkers drops to 33% among 
people who experience positivé 
effects only, and drops to 17% 
among those for whom drinking 
produces mixed effects. 

The results, projected to adver- 
tising, indicate: 

1, That an appeal to heavy 
drinkers should be more effective 
than an appeal to light drinkers 
(people who don’t drink more be- 
cause their personality problems 
tend to become intensified with 
the release of hard liquor). 


@ 2. Market research shows that 
this group of heavy drinkers, al- 
though a minority in numbers, 
actually consumes 80% of all hard 
liquor sold. 

3. The heavy drinkers are ef- 
fect conscious but, since drinking 
produces mixed results, advertis- 
ing would not be too effective by 
merely implying positive effects. 
The effectiveness of ads can be in- 
creased most readily by utilizing 
another finding—that drinkers 
tend to associate the easily ob- 
servable taste characteristics of 
various types of liquor with their 
effectiveness. 

4. Thus, McCann decided that its 
brand should feature a taste prom- 
ise which had an effect connota- 
tion, and that it should be pro- 
moted for the types of drinks 
popular among heavy drinkers. 


Englehart Joins Broyles Co. 
Paul Englehart, formerly adver- 
tising and sales manager of RoCon 
Inc., Denver, has joined Galen E. 
Broyles Co., Denver agency. 
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Frozen Food 
Industry Has 
Joyful Meeting 


(Continued from Page 1) 
frozen juice concentrates. Al- 
though this group makes up only 
5% of the total number of pack- 
ers, it accounted for more than 
20% of total sales volume in fro- 
zen foods. 

Many new frozen products are 
scheduled to bow this year, ac- 
cording to a survey by Quick Fro- 


zen Foods. These include “pink | 


lemonade,” lobster a la Newburg, 
a line of frozen soups, coconut, or- | 


ange, sponge and lemon puddings, | Fruit 
dover sole, Scotch kippered her-| 


rings, borscht, mashed potatoes, | 
pineapple concentrate and Italian} 
lasagna 

| 
s “The day of the blood-stained | 
butcher block is becoming a thing | 
of the past,” declares E. W. Wil-| 
liams, publisher of Quick Frozen 
Foods. “Frozen meats, neatly pack- 
aged and clearly marked with the 
weight and price and identified by 
brand, are coming and within five 
to seven years most meats should 
be sold in frozen form.” 

With all this progress, the indus- 
try has its problems. Chief among 
these is the “cabinet bottleneck,” | 
which spokesmen label “the prin- 
cipal obstacle in the path of in-| 
creased frozen food volume.” Fro- | 
zen food display units have not} 
kept pace with consumer demand 
and the industry has some start- 
ling statistics to back this claim 
The figures show that if all home| 


freezers in use were packed to ca- 
pacity, there would not be any 
frozen food supplies left for re-| 
ailers 


Another factor—which was 
ound to develop—is the emer- 
ence of chain store labels. In 1951 
ome chains began buying direct 
rom packers so that they could} 


WATERLOO | 
DAILY 
COURIER 


AMONG IOWA DAILIES 
IN LOCAL FOOD 
ADVERTISING 
LINEAGE FOR 1951 


LINES 


. ++ Only the Courier does a 
first class selling and merchan- 
dising job in Iowa's greatest 
agricultural industrial market— 
Waterloo and big, rich, 
16—County area! 


Contact the Couner 
today dire ‘ 
Ne 
tional Represent 


through therr 
anives 

* Limoage run by regular | 
food addr ertivers. } 


Daily Courier} 


| tailer. John M. Fox, youthful pres- 


| gests that the industry back more 


| ments. Such a study was conducted 
|in Providence, R. I., he said, and 


| visible merchandising fixtures. 


use their own label. This of course 
put the squeeze on the distributor. 
Alvin W. Langfield, Oakland, 
Cal., president of the National 
| Wholesale Frozen Food Distribu- 
| tors, said his members are ready 
| to meet this competition. He told 
a convention press meeting that 
the distributors will show that 
their operation is the most eco- 
| nomical. 
| The frozen food people still are 
battling the canning industry and 
fresh produce, although most think 
they have this problem licked. 
| Indications that this fight is still 
| waxing furiously came from a re- 
cent meeting in Cleveland. 


|@ A merger was effected there of | 
| the National League of Wholesale 
Fresh Fruit and Vegetable Dis-| 


|tributors and the United Fresh 
and Vegetable Assn. The 
combined group is expected to} 


launch a national advertising cam- 


paign to fight the inroads made || 


by frozen foods in sales of mem-| 
bers. | 

Such a campaign was originally | 
suggested by Hugh Davern, v.p.| 
in charge of merchandising for | 


| Grand Union Co., large East Coast | 


retail chain. Regarding Mr. Dav- 
ern’s proposal, Frosted Food Field | 
called it “a clear case of discrim- 
ination” by a retailer “attempting 
to bolster the fresh produce de- 
partment at the expense of the 
frozen food department.” | 

Retailers in general took a ver-| 
bal beating at the frozen food con-| 
vention. Some of the charges} 
leveled at the dealer were: 

1. He is apathetic about putting | 
in more freezer space. 

2. He neglects the frozen food | 
department. 

3. He harms quality of frozen 
foods by not storing them im- 
mediately in zero-degree compart- | 
ments. 


— | 


Z| 
8 The difficulty with retailers has} 


| resulted in a rash of organizations 


supplying consumers directly.| 


| However, the major packers and| 


distributors are by no means ready | 
to give up on the retailer—not 
when they face the fact that chains 


|alone account for more than 50% | 


of frozen food sales. 

The answer given by most in- 
dustry leaders is more aggressive 
merchandising to cultivate the re- 


ident of Minute Maid Corp., sug- 


research studies to show the re- 
tailer the higher profit per cubic 
feet delivered by freezer depart- 


results showed that frozen foods 
have 52 turns a year, compared 
to every 24 hours for milk and 
bread and 10 to 15 turns for cans. 

A more basic suggestion came 
from Benjamin Wood, v.p. of Wil- 
liam Esty Co. The agency execu- 
tive told the frozen food people 
that they have to get back to the 
bare rudiments of selling. Mr. 
Wood urged that frozen food sales- 
men be trained to tell retailers 
a good story in 60 seconds because | 
that is all the selling time they 
really have 


® He also said that selling to big 
chains requires personal contact 
with at least four men for maxi- 
mum results. He named the four 
men to see as the buyer, merchan- 
dising manager, advertising man- 
ager and supervisor. 

Point of sale was a major dis- 
cussion topic at the convention. 
There is great dissatisfaction with | 
display of frozen foods. In 1952 
more attention will be paid to 


A tremendous amount of con- 
sumer and product research is go- 
ing on in the frozen foods field. 
Lengthy surveys of consumer at- 
titudes were presented at the con- | 
vention and there were a number | 
of reports on freezing practices. | 
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ned. 


FRESH FROZEN 


THESE ARE JUST A FEW—Hundreds and hundreds of companies 


have gone into the frozen food business. 


ah 


S ig 


And more and more 


+ 


COZAIGIE PRZEZIEBIERIE | 
DROGA NATURY —Pijcie 


have begun to advertise their lines. As these ads and labels 
show, the variety offered begins to seem endless. 


McDevitt Co. Appoints 

McFadden. Skelly First V. P.s 
George A. McDevitt Co.. New 

York, publishers’ representative, 


has named the first v.p.s the com-/} 


pany has had since was organ- 
ized in 1915. They ; Francis P. 
McFadden, a member of the sales 


it 
It 
ire 


John Skelly 


F. P. McFadden 


staff, who was also appointed sales 
manager, and John F. Skelly, man- 
ager of the Philadelphia office. 

Mr. McFadden joined the Mc- 
Devitt Co. in 1931 and Mr. Skelly 
in 1935. 


Ednalite to Kameny 

Ednalite Optical Co., Peekskill, 
N. Y., has appointed Seymour 
Kameny Associates, New York, to 
handle its advertising, merchan- 
dising and publicity. Ednalite 
makes a line of filters, lenses and 
other precision optical products. 


Malott Files for Station 

An application has been filed 
with the Federal Communications 
Commission for the transfer of the 
license of KCRT, Trinidad, Col., 
from Mel-Bert Broadcasting Co. 
to Harvey Malott, radio and news- 
paper broker. 


| Berolio Expands Budget 

| Berolio Import Co., New York, 
importer of Filippo Berio olive oil, 
has announced an increased 1952 
advertising budget. In addition to 
an expanded radio and outdoor 
campaign in Boston, Chicago, New 
York and Philadelphia, television 
has been added to the schedule. 
First program is a participation on 
“Video Chef,” WPIX, New York. 
Emil Mogul Co., New York, is the 
agency 


FC&B Appoints Schmitt 

Max F. Schmitt, formerly an 
account executive for J. Walter 
Thompson Co., New York, has 
been appointed an account execu- 
tive in the New York office 
Foote, Cone & Belding. 


of 


Wickstrom Elected a V. P. 

Carl C. Wickstrom, with the 
agency since 1939, has been elected 
a v.p. of Ringer & Associates, Los 


| Angeles agency. 


DeNike Manages Traffic Deot. 

Don DeNike has been appointed 
to head the traffic department for 
the Toronto office of Ronalds Ad- 
vertising. 


EXTRA 
Photos in advertising out-pul! 
line or wash drawings by 
aimost 50% Adv. Research 
Fdn. survey proves. Write 
for Proofbook 1-A of copy- 
stimulating photos available 
SINGLY or money-saving sub- 
scription pion. 
EYE*CATCHERS, Inc. 

207 E. 37th St., MW. Y. Cty 16 
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.....@re you a bank ? 


AMERICAN TRUST COMPANY AND OTHER 
BANKS WHO SERVICE THIS COUNTRY'S $15 
BILLION DOLLAR FOREIGN TRADE BUSI- 
REACH U.S. 
EXPORT WITH THEIR ADVERTISING IN THE 
OLDEST & WEEKLY IN THE FIELD: 


FIRMS ENGAGED IN 


NEW YORK 7 


* for coverage of U. S. export management 
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Frozen Food Assn. 


Bypasses Dealer; 


Freezer Owners Buy Package Plan 


(Continued from Page 3) | 
beating of this drum is one of 
FOA’s main themes. Authorities 
are cited to back the claim that} 
frozen foods are healthier because | 
they are packed fresh and retain | 
vitamin value. On his program, Mr. | 
Fredericks expands on this line} 
and proposes a model diet. He} 
hammers away at fatty foods, 
stating flatly: “I am an enemy of 
white sugar and a militant foe of 
white bread or any other over- 
processed, over-refined, emascu- 
lated food.” 


® The over-all FOA program in- 
corporates Mr. Fredericks’ propo- 
sals. Members are sent a monthly 
eight-page bulletin which is 
packed with nutrition news. In 
its sales presentations, FOA tells 
packers and distributors about) 
undernourished Americans, quot-! 
ing from government statistics to) 
prove its point. | 

To handle the Fredericks pro- 
gram, FOA has set up a separate 
division—Frozen Foods Advertis- 
ing Inc., 11 W. 42nd St., New York. 
The first 15 minutes of the pro- 
gram are devoted to the FOA plan. 
The second 15 minutes can be 
bought by local food packers or 
distributors. 

The FOA agency is Maury, Lee 
& Marshall, New Yori. Maury 
Bergman, agency owner, told AA 
at the frozen food convention here 
that radio has proved the most 
profitable medium for FOA. He 
said that 25,000 leads were re- 
ceived during the first month of 
the Fredericks program and the 
average now is 1,000 per month. 


s Mr. Bergman envisions a time 
when frozen food consumption in 
the nation will rise from the pres- 
ent 3% to 81%. He pointed out 
that even now the combined stor- 
age space of the 3,900,000 home 
freezers in use exceeds the capa- 
city of all frozen food locker 
plants. 

The agency head said the big 
obstacle right now for FOA as 
well as the industry is getting 
more space for freezers. Mr. Berg- 
man noted that farmers have for 
a long time consumed large por- 


ECONOMICS—A DULL 
SUBJECT WHICH CAN 
SPARKLE WITH LIFE 


See Our iviarch 19 Issue On 
Distribution, and How the Edi- 
torial and Advertising Pages 
Supplement Each Other 


YOUR ADVERTISING SPEAKS 
LOUDEST IN THE QUIET 
OF THE CLASSROOM... 


SCHOLASTIC 
MAGAZINES 
Reaching 1,000,000 Student 


Subscribers Weekly in the Jun- 
ior and Senior High Schools 


| tions of frozen meats. However, in 


urban centers there is a problem 
of finding space in small apart- 
ments for the freezers. The units 


sold through FOA have at least a 
12-cubic-foot capacity. 
® The association found a way to 
get around this roadblock in a 65- 
apartment Columbia University 
Development House in New York. | 
What it did was to install 15 fro- 
zen food lockers in the building 
basement. The freezers serve 15 
faculty families and more units| 
will be added at request of tenants. 
The FOA tenants can order food 
by mail, telephone or simply by} 
leaving the order in their in-| 
dividual lockers. Bonded FOA| 
drivers pick up and deliver orders, 
Members are billed weekly or 
monthly as they prefer. Mr. Bess | 


said plans are under way to ex-| tutions. , outmoded. 
tend the system to other cities. | As yet, major frozen food| While the FOA program has 
packers have shied away from any | been stressing “New Way of Life,” 
es Freezer manufacturers con-/ direct distribution system, despite! the big pitch in the other freezer- 
nected with FOA include Amana| their admission that they have had | food plans has been “get your own 
Refrigeration Inc., Freshmaster| great difficulties with retailers.| freezer at no extra cost.” The gim- 
Corp., Schaefer Inc. and United! FOA still has been able to secure | mick is that the consumer is sup- 
Refrigeration. national brand products such as| posed to save enough on the food 
When it expanded nationally,;Crosse & Blackwell and Mr.) to cover the cost of a freezer. This 
FOA signed up the Western Meat Bergman said it is only a matter! is rarely made clear in the news- 


Co., Miami, meat supplier for | of time before the industry real-| paper and TV ads run in Chicago 


hotels, restaurants and other insti-| izes that the old retail operation is| and on the West Coast. 


peak season push 


Robert J. Piggott, Advertising 
Manager of Grove Laboratories, 
says, “Car cards play an integral 
part in the Bromo Quinine Cold 
Tablet advertising campaign dur- 
ing the peak cold tablet season in 
the major U. S. markets year after 
time, “a a a year”. 

MO OTHER TABLETS SOLD BRING YOU S 

BROMO QUININE’S GLORIOUS RELIEF | 

Stop suttering! Get fost roel savnetes Sent 


Loomis Advertising Co. 
506 Olive St. 
St. Louis 1, Mo. 


Agency: Gardner Advertising Company 
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BUREAU OF ADVERTISING 

American Newspaper Publishers Association + 570 ‘Lexington Ave., 
New York 22—PLaza 9-6262 * 360 N. Michigan Ave., Chicago 1— 
STate 2-868! + 240 Montgomery St., San Francisco 4—EXbrook 2-8530 


If the Men Selling Your Products don know 

how you're advertising and why, both men 

and ads are earning only half their pay. 
We have a way to change your 50% sales 
men and 50% ads to 100% sell... 
that’s guaranteed to make your field sales 
forces sit up and take notice ... a way that's 
been used—and praised to the skies—by 
some of the very biggest advertisers in such 
fields as canned goods, soap and soft drinks. 


It's As Simple As This: 


paper campaign. You tell us you want to 
give it an extra strong push among your 
sales forces. We cooperate in arranging 
showings, at national or district sales meet- 
ings, of the color slide show ..."HOW YOU 
CAN CASH IN ON THE GREATEST SHOW 
ON EARTH”... the most powerful salesman 
pepper-upper this side of a 200% bonus 


@e* salesmen 


If you want to do a real job of 
selling your advertising and 
sales program to the men who 
sell your goods, have yourself 
a look at “The Greatest Show” 
and see what it can do for you. 
Call or write today! 
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Despite New Code, 


TV Commercials 


Continue to Exceed the Time Limits 


(Continued from Page 1) 

3. Many programs made exces- 
sive use of the sponsor’s name or 
product. In one instance—-a boxing 
match sponsored by Pabst Blue 
Ribbon beer—not only were the 
regular commercials over the pre-| 
scribed limit, but the sponsor's} 
name also was mentioned 16 times| 
and flashed on the screen an addi-| 
tional 14 times. 


8 (In addition to setting up recom- 
mended time standards for regu-| 
lar commercials, the new code also} 
states: “Stationary backdrops or 
properties in television presenta- 
tions showing the sponsor’s name 
or product, the name of his prod- 
uct, his trademark or slogan may 
be used only incidentally. They 
should not obtrude on program in- 


terest or entertainment. ‘On cam- 
era’ shots of such materials 
should be fleeting, not too fre- 


quent, and mindful of the need for 
maintaining a proper program bal- 


i Be 


f | 
the | 


HC AGO 


_ 
4 
» 


AMBASSAL | 


| continue to enforce the rules.” 


ance.”’) 

Other shows earlier in the week 
ran overtime on commercials. Red 
Skelton’s show (NBC) gave 3:25 
seconds in a half-hour to Tide and 
Camay (plus a couple of free plugs 
to other companies); Goodyear’s 
Television Playhouse (NBC) in 
one hour gave more than seven 
minutes to straight selling and its 
name was shown or spoken often 
enough to bring the total to 8 min- 
utes 35 seconds; Westinghouse’s 
Studio One (CBS) ran half a min- 
ute overtime on the sales message; 
Milton Berle on NBC ribbed a 
Texaco commercial, building the 
total for the sponsor to ten min- 
utes; Armstrong Circle Theater 
(NBC) ran more than 1% minutes 
too long; the Stopette show on CBS 
kept within limits in its half-hour 
but cameras kept the product name 
in view an extra 2 minutes 24 
seconds. 


es What, if anything, do the sta-| 


tions intend to do about excessive- 
ly long commercials? AA asked 
representatives of all four Chicago 


| TV stations and got answers from 


WNBQ and WENR-TV have.) | 


Nathan Perlstein, ad manager of 


cials. However, when told that the 
commercials on the Pabst Wed-| 
nesday night boxing program were | 
in excess of the standards, he said: | 
“You can’t tell how long a fight| 
will run.” 


® The Toni Co. said it is keeping} 
commercials within limits of its| 
own accord—it knows about the 
code, and observes it. However, 
Toni pointed out, control isn’t 
always possible with Arthur God- 
frey, who works without a pre- 
pared script. Sometimes a God- 
frey commercial is way over the 
limit and at others it amounts to 
virtually nothing, Toni says. | 
(Toni’s commercials ran 1% min-| 
utes too long Wednesday.) 

By Friday morning (March 7) | 
NARTB reported that it had not 
as yet received any complaints 
about code violations. But even if! 
it did, it wouldn’t announce them 
until its Review Board acts on 
them, the association said. Once 
this board gets going it plans to| 
issue a regular monthly report on 
its actions. 


® The National Assn. of Radio &| 


three. 

Jules Herbuveaux, director of op-| 
erations for WNBQ, said he was | 
surprised to hear of any code vio-| 
lations on commercial time limits. | 

“We are subscribing to the code 
completely,” he said, “and will 


On occasion, a show will run 


. Hotelan€ 
‘i - | over, he added, but if it continues 
; : to happen WNBQ will consult with! 
the client to see that it is ironed 
out. 

James Pollak, program director 
of WENR-TV, told AA that the 
station was not “taking any dras- 
tic steps. We will try to stay with- 
in confluence of the code, but will 
proceed logically and slowly.” 
| He indicated that it was diffi- 
cult to tell a client who has been 
|on the station for a long time to 
}cut his time drastically. 


| WGN-TV said that the station was 

| “living up to all conditions set up 

| by the code—except the one ap- 
plying to standards for commer- 

| cial times.” 

| (Neither WGN-TV nor WBKB) 


| 
| 
}@® An unofficial spokesman for 


TV Station Representatives has| 
suggested to the NARTB television | 
code committee that a provision | 
be inserted prohibiting dual or| 
multiple sponsored announcements 
(cooperative sponsorship of a one- 
minute spot or less by two dif- 
ferent advertisers) . 

In New York, a spokesman for 
the American Broadcasting Co. 
pointed out that the code is based 
in large measure on network stand- 
ards. He said ABC had not formal- 
ly notified its agencies or adver- 
tisers of the activation of the 
standards. He had no doubt that 
ABC salesmen had discussed it 
with clients and that everybody is 
aware of the code 

“After all, it's up to NARTB to 
promote it,” he suggested. How- 
ever, ABC will send a little note 
on the code to agencies and adver- 
tisers at a later date, he added. 


® NBC-TV from its inception has 
had its own commercial standards 
for video, which it carried over 
from radio. These are basically | 


the same as those set up by! 
NARTB. | 
The network clocks all com- 


especially in the case of film, 


Pabst Brewing Co., asked AA to| which can’t be changed in a few} 
write him a letter before he would| days. The network’s continuity de- | 
State facts concerning commer-| partment clocks commercials and_| 
notifies clients the next day when} 


there are obvious infractions. 
DuMont has informed agencies 
and advertisers of the code and its 
provisions by letter. 
WOR-TV, New York, says it has 


| not issued a formal notification to 


advertisers, figuring that they al- 
ready know about the code. All 
of the station’s producers have 
copies of it, WOR-TV says. 


® Primary commercials occupied 
about 8% of total program time on 
New York’s seven TV stations in 
a recent survey made by the Na- 
tional Assn. of Educational Broad- 
casters. The study was made under 
a grant from the Ford Foundation 
and was conducted by Dr. Dallas 
W. Smythe of the University of 
Illinois. 

The association reported some 
difficulty, however, in measuring 
secondary commercials—those that 
are introduced into the dances, 
skits, stunts, contests and other so- 
called “entertainment” portions of 
the show. The big problem in 
measuring “these is determining 
where they start and where they 
stop. 

A “substantial” volume of such 
secondary advertising was moni- 
tored in the study, but tabulations 
were not completed in time for 
inclusion in the association’s pre- 
liminary report. 


FRANK ORME BLASTS 
NEW NARTB TV CODE 

Pato ALTo, March 7—A major- 
ity of the nation’s 108 television 
stations flashed the “Seal of Good 
Practice” on their screens last 
Saturday. But an industry critic 
here declared it was nothing to 
“cheer about.” 

Speaking at the Western Radio 


}and Television Conference held on 


the Stanford University campus, 


Frank Orme, editor of TV News-| 


magazine, Hollywood, insisted the 
new TV code put into effect today 
would surely fail. 

“The broadcasters have struck 
themselves a medal and we are 
expected to applaud while they 
pin it on their chests. I think we 
ought to keep our hands in our 
pockets. Let them sweat this one 
out themselves. Or let them com- 
pletely revise this code and its 


WS | have subscribed to the code as yet; 


* 


engraving r 
plus the pri 
which they 


al 


Beautiful Color 


mercials, and at the end of every) operational procedures into some- 
month summarizes times in a let-| thing that is not fore-doomed.” 
ter to each agency involved. If the} 

shows haven't exceeded the limit, | » Some 250 western educators. 


NBC-TV thanks the agency. If! Judge Justin Miller, chairman of 


SKILLED AND 
WELL INFORM ED 
PERSONNEL ¥ 


From the president down 
through sales representatives, 
service men and shop key men, there 
exists a keen understanding of 


Cngravers, e FEC. 


600 W. Van Buren Street, Chicago 7 
Telephone STate 2-5367 


they have, and it’s excessive, the 
agencies are asked to correct the} 
situation. And they generally do, 
the network says. 

In some cases—like where the) 
commercials are on the film and} 
already made—the network may| 
“have to bear with” the agency | 
for a while before the commer | 
cials are brought into line, NBC- 
TV says. 

Integrated commercials are brok- 
en down by the network. Those! 
portions that, in its opinion, are | 
entertainment per se are not 
counted; the clocking starts when! 


N | the lead-in to the actual pitch for | 
the product begins. 
A station or a network cannot 


iscipli as sO o - se— 
eproduction and methods discipline a sponsor, of course 


ntin . either legally or under the code— 

or naa a a until it can get out of its current 

in al contracts. These usually are on a 
a | 13-week basis 

. |= CBS-TV has sent a letter to its 


clients notifying them that the net- 
work is now a subscriber to the 
NARTB code, and reminding them | 
that they will be expected to com- 
ply with its provisions. CBS sales-| 
men have been briefed in staff | 
meetings so that they will be able 
to acquaint potential advertisers | 
with the code’s provisions. 

The network is allowing a reas- 
| onable time for sponsors to bring} 


Work + Outstanding Black & White 


| challenging indictment of the new | 


;}columnist for the 
| Examiner; 


| member code review board. 
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things into line with the code—|over programs of all types. They 


| will determine what is proper in 
the presentation of advertising and 
what is proper in the presentation 
of various parts of the human 
anatomy. 


# “The censorship jury is com- 
posed entirely of individuals di- 
rectly concerned, financially, with 
the programs they will judge. 
Each has from one to four con- 
tracts to televise programs fur- 
nished by the networks. They can 
discriminate against any station, 
against business competition, or 
against natural rivals for control 
of program production. 

“The code provides the NARTB 
with the opportunity to submerge 
any complaints in a well of se- 
ecrecy which could stifle public 
criticism of program content...” 

Mr. Orme further blasted the re- 
view board by pointing out that 
“all except two members live in a 
city where the only station in 
operation is the one directly under 
his personal control. They are not 
able to see programs regularly 


Which mower’ 
had more pull? 


Reo knows the answer 
but it may surprise you 


Identical mowers . . 


. pictured in iden- 


tical ads. But one ad pulled three times 
as hard, because Reo put it in Parade 
America’s best-read Sunday magazine. 


| 
| 


lar in another national weekly. 


weekly and monthly magazines. 


the NARTB, and other broadcast-| , 


ing industry representatives lis- 
tened as Mr. Orme presented his} 
code. 

Before he opened up with his 
barrage of criticism, five of these 
broadcasting leaders had taken the 
floor to praise television’s efforts 
at bringing maturity to the “ter-| 
rible infant” they harbored. 

They were Paul Speegle, pro-| 
gram director of KNBC, San Fran- | 
cisco; Dwight Newton, radio-TV 
San Francisco 
Harold See, station 
manager of KRON-TV, San Fran- | 
cisco; Maury Baker, radio and 
TV director for Batten, Barton, 
Durstine & Osborn, San Francisco, 
and Judge Miller 


| 
# Mr. Orme’s speech came as an} 
unexpected blow after Judge Mil-| 


| ler had explained the highlights of | 
| the code to the conference audi-| 
| ence. 


He hit primarily at the five- 


He called the board “a vice) 
squad which is completely inade-| 
quate to carry out even a small} 
percentage of the duties assigned 


| it.” 


Mr. Orme pointed out that 
“these censors will sit in judgment | 


Want proof? Reo’s ad in Parade got 
607 readers for every advertising dollar 
spent, compared with 198 readers per dol- 


it’s an old story! In the past 31% years, 
Parade has led in readers per dollar for 
651 of all 670 identical ads seen also in 


The difference? Smart editing. Surveys 
show Parade consistently tops all other } 
magazines in readership. And Parade’s 


circulation is 5 million strong... with 20% 


or more family coverage in 2000 rich 


markets. 
Want to put more pull into your 
advertising ? 


Move into 
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except those under their own con- 
trol.” 


® Of the 108 TV stations in the 
country, Mr. Orme said, only 
eight are within viewing range of 
the review board members. Not 
one member lives within viewing 
distance of a major program pro- 
duction center, he pointed out. 
Comparison of the TV code to 
the motion picture code is impos- 
sible, according to Mr. Orme. 
“Film censors review not more 
than 400 pictures a year. The part- 
time TV review board will police 
a volume of programs a thousand 
times greater. Film censors have 
a code which, compared to the TV 
code, is as precise as the Ten 
Commandments.” 


e Mr. Orme declared that the) 
NARTB, in its effort to sidestep | 
public criticism and possible con- 
gressional action, .had created a 
code of censorship “which goes 
far beyond the proper scope of any 
censorship action.” 

The code’s termination of con- 
tracts clause also came in for a 
healthy rap from Mr. Orme. 

“This clause boldly provides for 
a station to display the seal for as 
long as 12 months, even while the 
station is televising one, three or 
a dozen programs which violate 
the standards set forth in the code.” 


® According to Mr. Orme, the 
main purpose of the code should 
be to protect the public by es- 
tablishing minimum program stan- 
dards so that Americans can ac- 
cept TV into their homes without 
opening them to degrading or 
otherwise harmful influences and 
“without turning their living 
rooms into a huckster’s paradise.” 

Instead, he declared, the code 
combines a creed with censorship 
regulations. “It assumes the right 
of the NARTB as a trade associ- 
ation to make policy decisions in 
the name of the public. It estab- 
lishes punitive powers in a jury 
selected in a way which is di- 
rectly opposite to the American 
system of fair play and freedom.” 


8 In reply to Mr. Orme’s charges, 
Judge Miller told AA that the 
points were ones which had all 
come up during committee hear- 


ings on the code’s formulation. 

“The code is an honest and per- | 
fectly sincere piece of work,’’| 
Judge Miller declared. 

He intimated that Mr. Orme was 
representing the viewpoint of a} 
disgruntled minority group of| 
broadcasters opposed to the code’s | 
adoption. 

“As far as Mr. Orme’s charges 
about the code review board are 
concerned,” Judge Miller com- 
mented, “it should be pointed out 
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FIRST NATIONAL—Armour & Co., Chi- 

cago, is running this full-page color ad in | 
the March 10 Life for its Miss Wiscon- 
sin cheese. This marks the start of na- 
tional advertising for the product. Foote, 
Cone & Belding, Chicago, is handling 

the drive. 


setting up a group of our members 
to serve as a self-regulating body.” 


® As far as advertisers are con- 
cerned, the code comes as a “wel- 
come guide to programming,” ac- 
cording to Mr. Baker of BBDO. 

“Our only concern is that the 
broadcasters will hairline some 
of the clauses or interpret them 
wrongly,” he pointed out. 

Mr. Baker expressed the hope 
that interpretation of the code 
will recognize that certain late 
hours should be “adult viewing” 
time and that programs designed 
for adult consumption during these 
periods not be hamstrung by over- 
amplification of the code. 


THOMAS HODGE 

Cuicaco, March 6—Thomas 
Hodge, 50, production manager of 
Buchen Co., died here yesterday. 
He had been with the agency for 
20 years. 

Mr. Hodge, a native of Phila-| 
delphia, suffered a stroke two) 
weeks ago and never recovered. | 
He had come to Chicago 14 years 
ago when Buchen closed its Phil- 
adelphia office. He had been pro- 


Last Minute News Flashes 


European Travel Commission Plans Spring Drive 

New York, March 7—The European Travel Commission will use 
full pages in travel editions of 12 to 15 newspapers, 50 foreign language 
newspapers, and seven travel magazines this spring to promote travel 
to Europe. The commission is composed of international air and sea 
carriers, travel agents and European hotel and railroad interests. 
Caples Co. is the agency. 


New Ambassador Scotch Drive Set for April 


New York, March 7—Quality Importers will break a new campaign 
on its Ambassador Scotch in about a month. The schedule calls for 
insertions twice a week in 45 newspapers in 24 cities, and 26 insertions 
in four consumer magazines. Monroe Greenthal Co. is the agency. 


Griffin Succeeds Showerman; Other Late News 

e Lloyd Griffin, partner and v.p. of Free & Peters, New York, radio- 
TV station representative, has been named to head the company’s TV 
operations following the resignation of I. E. (Chick) Showerman as 
national video sales manager. 


e Southwest Potash Corp., New York, a new advertiser, has named 
Erwin, Wasey & Co. to handle its advertising. 


e Glenn Gundell has been elected v.p. of National Dairy Products 
Corp., New York. He is director of advertising and sales promotion, 
and formerly was promotion manager of The Saturday Evening Post. 


e Jean R. Graef Inc., New York, has named Grey Advertising to han- 
dle its Girard-Perregaux watches and Angelus clocks. Graef formerly 
placed its advertising through N. W. Ayer & Son. 


e@ Total food store sales reached $37.2 billion in 1951, according to 
Progressive Grocer’s 13th annual survey, just released. This compares 
with $33.2 billion in 1950, a gain of 12%. Chain grocery stores with 
38.1% of '51 volume increased their sales $1.4 billion, or 14%, for a 
total of $11.5 billion. Independents, with 61.9% of ’51 volume, increased 
their sales $1.8 billion, or 11%, for a total of $18.8 billion. Specialty 
stores gained 12% in sales, bringing their total to slightly more than 
$6.8 billion. Retail food prices averaged 11.2% higher in ’51 than in ’50. 


e Robert T. Bartley was sworn in today as a new member of the Federal 
Communications Commission. Commissioner Rosel H. Hyde was elected 
FCC vice-chairman, succeeding Paul A. Walker, new chairman. 


e@ Northmore’s, Chicago mail order company headed by Whitt N. 
Schultz, regular AA contributor, has appointed Christopher, Williams 
& Bridges to handle its advertising. Consumer publications and direct 
mail will be used. 


e The history and importance of American advertising will be told on 
ABC’s radio documentary show, “The Great Adventure,” Monday, 
March 9, at 7:30-8 p.m., EST. 


Dowd Takes Over 
Burke Advertising 


Boston, March 7—John C. Dowd 
Inc. has absorbed Burke Adver- 


House Committees’ 
Fair Trade Bills 
Near Completion 


duction manager there. 

| 
CBS and Mid-Continent 
to Run WTCN-TV, WCCO | 


Columbia Broadcasting System | 
has arranged to buy 47% of} 
WTCN-TV, Minneapolis, from| 
Mid-Continent Radio-Television. | 
It will sell 53% of WCCO to Mid-' 
Continent, which will sell WTCN | 
if the FCC approves the arrange- 
ment. A new company will operate | 
both WTCN-TV and WCCO. | 


| 

Appoints Gray & Rogers 
Huck-Gerhardt Co., Philadelphia | 
manufacturer of Wel-Bilt over-| 


head 


WASHINGTON, March 6—The race 
to get fair trade legislation to the 
House floor reaches the final bot- 
tleneck next week. 

Two bills, both binding non- 
signers to fair trade practices, may 
be considered by the rules commit- 
tee Wednesday. 

The interstate commerce com- 
mittee sent out the McGuire bill 
last week and the judiciary com- 
mittee will probably approve simi- 
lar legislation Tuesday. 

Fair trade forces are backing 
the McGuire bill since the judi- 
ciary committee bill has the fol- 
lowing limitations: 

1. The fair trade price must be 
a minimum rather than a stipu- 


tising Associates. 

The Dowd agency takes over the 
account of R. G. Sullivan Co., 
Manchester, N. H., maker of 7-20-4 
and Dexter cigars. Disposition of 
other Burke accounts was not 
known at press time. 

John T. Burke, president and 
treasurer of the Burke agency, has 
been named v.p. of Dowd in charge 
of new business. Beatrice A. Clark, 
associated with the Sullivan ac- 
'count for 20 years, joins Dowd as 
associate account executive. 


| Sets Biggest Ad Budget 

| Eastern Corp., Bangor, Me., mak- 
|er of sulphite pulp and business 
papers, will launch its biggest ad 


operating doors, 
pointed Gray & Rogers, Philadel- 
phia, to handle its advertising. 


that we are merely acting as all 
professional organizations do in 


has ap-| lated price. 


| . . , |campaign this year. Beginning in 
| 2. Retailers can ignore fair trade | April, ad copy featuring prominent 
|prices if manufacturers do not)|sports figures selected by Grant- 
| make “a reasonable effort” to stop;land Rice will run in Business 
‘price cutting by competing re-| Week, The Saturday Evening Post, 


Private Lines 


tailers. 

3. Fair trade contracts must be 
between seller and maker, not dis- 
| tributor. 

4. Retailers can cut prices in 


“What may turn out to be the| have not made a single change in | non-fair trade states. 


most important work by a news- 
paper,” 


15 years. Several picked new agen- 


says Frank Knight of the | cies in 1944, as war ended. Packard |# Fair traders claim this last re- 


Charleston Gazette, secretary of| and Kaiser-Frazer were the most striction will open the way to cut- 


National Newspaper Promotion 
Assn., is this: | 

Douglas Cornette, NNPA v.p., 
has stepped down as promotion | 


recent to make the big change. 
Who’s next? Maybe Dodge. Ruth- 
rauff & Ryan has handled this ac- 
count for about 20 years, but AA 


manager of the Courier-Journal | understands that four or five agen- 
and Louisville Times to devote! cies have been invited to make 
himself to a “comprehensive eco-| presentations. Not only that—one, 
nomic survey of the entire [Louis-| it is said, has declined the bid. 
ville] territory with particular | ~ * . 
references to population changes; Another more-than-rumor re- 
incident to industrial expansion,| port: International Harvester will 
the impact of television upon) place its refrigerator advertising 
newspaper readership and other| through some agency other than 
factors which influence reading or| Aubrey, Finlay, Marley & Hodg- 


living habits.” Could be. 
e ° ° | 
It’s not often that auto manu-| 


facturers change agencies. Most | 


son come late spring. However, 
both IH and James T. Aubrey, 
chairman of the agency, vigor- 
ously deny this. 


|rate mail order “raids” into fair 
trade areas. 

Rep. Emmanuel Celler (D., 
N. Y.), judiciary committee chair- 
| man, said today that he will op- 
pose fair trade legislation on the 
floor. He plans to offer substi- 
tute legislation which will punish 
companies selling below cost. 
(Editor’s Note: For an unusual co- 
incidence, see the editorial on 
Page 12.) 

Rep. Celler also reported that 
the Budget Bureau, which speaks 
for the President, had disowned 
the pro fair trade stand made last 
week by Commerce Secretary 
Charles Sawyer. 


Time, U. S. News & World Report 
and trade publications. Suther- 
| land-Abbott, Boston, is the agency. 


| Promotes Irving Luiten 
Irving H. Luiten, a member of 
the public relations staff of Wey- 
erhaeuser Timber Co., Tacoma, 
Wash., has been promoted to field 
representative in public relations. 
He will make his office in Port- 
land, Ore. He succeeds Albert 
Arnst, who has been appointed 
| editor of Timberman. 


Keech Named Ad Manager 


Mrs. Emily Keech, formerly as- 
sistant to the sales manager of 
Lit Bros., Philadelphia, has been 
appointed ad manager of Rucker- 
Rosanstock, Petersburg, Va., de- 
partment store. 


Appoints Owens Advertising 


De Coursey Creamery Co., man- 
ufacturer and distributor of ice 
cream products, has appointed 
Merritt Owens Advertising, Kan- 
sas City, to direct its advertising. 


Newspapers Hit 
Least by TV, 
‘Puck’ Says 


New York, March 6—What 
happens to other media when a 
TV set comes into the home? The 
answer: All media—except daily 
and Sunday newspapers—suffer a 
more severe loss of audience than 
previously reported. 

This finding is part of “A Re- 
port on the Impact of Television in 
a Major Metropolitan Market” 
(the New York metropolitan re- 
gion). The report was made public 
today by the plans-research-pro- 
motion department of Puck—The 
Comic Weekly. 

Specifically, said the report, 
here’s what happens to other me- 
dia after TV gets into the home. 

The radio audience declines by 
48% and listening time is off 55%. 
The movie audience is off 24% 
and those still going to the movies 
do so only about half as often. The 
book audience falls off 17%, al- 
though the median number of 
books read by readers shows no 
change. 


s But, audiences for magazines go 
up 4%, daily newspaper audiences 
increase 5% and Sunday news- 
paper audiences bounce 5%. How- 
ever, the reading time given maga- 
zines (Sundays only) is off 8% 
and reading times of the daily 
Sunday newspapers are down 1 
and 15%, respectively. 

The “exposure” picture in 
homes also looks like this: 


Less Di: 
MEDIA Wo Change Exposure ti 
Sunday paper reading 78% 19%, 
Daily paper reading 68 » 
Magazine reading 4% x» 
Book reading 35 16 
Movie going 28 sé 
Radio listening 9 38 


8 Over-all planning and admini 
tration of the study was done 
the New York University wo 
shop on the cartoon narrative. 

“Nobody knows for sure t 
effects of television on the publ 
of the other media,” said Pr 
Milis in an introductory no 
“There are at least two possibi 
ties: 

“1, It may be, as many peo 
now believe, that a new mediu 
competing with others, displaces 
them in the communication habits 
of the mass public. Or (2) it may 
be that this is not the case at all: 
that in fact, one medium acts as 
an audience builder for the others, 
and, far from competing with one 
another in the roster of listeners, 
readers and viewers, the several 
media complement one another. 


s “In this study, we have found 
out that the second of these possi- 
bilities is more generally the case. 
Of course, TV’s effect varies 
greatly with the different media. 
In that connection we have found 
that the Sunday and daily news- 
paper is at this time and in this 
area the most complementary with 
and the least displaced by TV.” 

Exactly 1,069 respondents were 
interviewed for the study. The 
sample population selected for 
interviewing was drawn by the 
National Opinion Research Center, 
Chicago. Puck originated the pro- 
ject and made the necessary funds 
available. 

The full study runs about 400 
typewritten pages, including 19 
chapters. The “report” presenting 
highlights is a 36-page brochure. 


Michel-Cather Names Palace 

Michel-Cather, New York 
agency, has appointed P. F. Palace 
director of the publicity depart- 
ment. Mr. Palace has been in engi- 
neering and industrial promotion 
since 1938. 
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15% Fee Won't 
Last Too Long, 
Rubel Insists 


(Continued from Page 3) 


and a reasonable profit, Mr. Rubel 
pointed out. “But agency people 
have atternpted to adjust the cost 
to fit the selling price—-the 15% 


commission 
Agen 1es 
that they must secure addition- 
al compensation in the many cases 
the 15% commission is in- 
adequate. The only way to deter- 
mine the facts with exactitude is 
through individual client 

Until agencies have these fig- 
ures and facts, they cannot know 
how much service to perform for 
client and, in turn, the ad- 
vertisers cannot know whether 
they getting their money's 
worth 


are beginning to real- 


17 


vhere 


analysis 


each 


are 


@ Mr. Rubel said his firm recently 
completed a study finding an agen- 
cy was losing $75,000 a year on an 
advertiser that spent $1,000,000. 
An agency can afford to spend 
about half of its income from an 
account to perform the direct serv- 


fe the BEST 
FARM MARKET 


Sprites. Twice Monthly At 


WINE TASTERS—At a recent wine-tosting held at Luchow’'s restaurant, 
Ridley of the J. D. Tarcher agency discusses coming plans with Hermann J. Herlet 


export manager of Deinhard & Co., 


Edmund 


and Julian Levinson, advertising director of 


Julius Wile Sons & Co., American ogent for Deinhard. 


ices of counseling with the client | 
and developing the| 


and creating 
advertising, Mr. Rubel told his au- 
dience. The other half, he said, 
is needed to cover overhead and 
profit. 

Lack of cost accounting causes 
“considerable tension” between the 
advertiser, who demands his full 
money’s worth, and the agency, 
which curtails service as agency 
profits dwindle, Mr. Rubel said. 

“In a few cases, agencies may 
know that some accounts are high- 
ly profitable, that some are in- 
curring agency losses,” he _ said, 
“but for the vast majority of ac- 
counts lying between the two ex- 
tremes the agencies are left with- 
out exact facts.” 


@ Mr. Rubel said his experience in 
case after case proved that adver- 
tisers are willing to pay well for 
a good job. One agency serviced 
by his firm created a separate de- 
partment to plan and produce sales 
promotion, advertising material, 
dealer helps, broadsides, catalogs, 
house organs and direct mai] ad- 
vertising. 

The agency's expanded service 
benefited clients and increased the 
agency's volume by $600,000 a 
year, he said, adding: “The little 
advertiser actually needs the agen- 
icy even more than the big one. Big 
advertisers often have specialists 
in their companies who have ex- 
| perience with sales and advertis- 
ing problems.” 


One of the South’s Major Mark 


Metropolitan 
Population . . . 


ets... 138,100* 


Top retail and wholesole center of Eastern North 
Carolina with a trade influence that reaches the 


entire eastern third of 


* Per family inc. $6294 . 
* Auto. Sales $26,190,000 


the South's No. 1 State. 


. « Ist in North Carolina** 
... 2nd in North Carolina** 


* Retail Sales $101,500,000 . . . 3rd in North Carolina** 


* SM 5/10 51 Se! 


** $M 5/10 51- 


/ The Raligh- 


Met Area 


City Area 


Observer 


MORNING & 
SUNDAY 


‘News and 


| the growing 33 county Golden Belt market 
at ONE LOW COST ond WITHOUT WASTE 
with the ONLY Morning-ond 

Sunday Newspaper 


114,670 


Morning 


118,713 


Sunday 
Publisher's Statement to ABC, 9/30/51) 


areas 


Rep: The Branham Company 


Mr. Rubel said advertisers 
should remember that an increase 
of 3344% in the agency compensa- 
tion only increases the advertiser's 
total expenditure by 5%. An ad- 
vertiser that spends $100,000 a 
year in commissionable media cre- 
ates a commission income for its 
agency of $15,000. By paying the 
agency an extra fee of $5,000 the 
agency’s income is increased by 
one-third, from $15,000 to $20,000, 
but the advertiser’s total only goes 
from $100,000 to $105,000. 

“For the additional fee, the 
agency can afford to perform 
much more intensive services for 
the client and it’s likely that the 
quality of the advertising will 
increase immeasurably,” Mr. Rubel 
said. 

Agencies’ profits before taxes, 
he said, average about 112% of the 
total volume of business transacted 
by them. He asked his audience to 
consider the “real sales” of an 
agency as consisting of the com- 
missions and fees they receive for 
the services they perform 


@ “Then agency profits should be} 
measured in a ratio to these in- 
stead of measuring profits in pro- 
portion to the cost of advertising 
media and materials purchased for 
clients,” Mr. Rubel asserted. 


“Measuring this way, we find 
agency profits before taxes are 
about 10% of real sales,” Mr. 
Rubel said. 

He illustrated by pointing out 
that an agency transacting a cli- 
ent’s business amounting to $1,- 


000,000 has real sales of $150,000, 


with 10° amounting to $15,000, 
an amount usually fair for sales 
of professional services, including 


those of architects 

“But the agency is 
a greater profit than other 
sionals because its risk 
the architect’s) is greater,” Mr 
Rubel said. “The architect who 
places contracts for owners is not 
responsible for paying the con- 
tractor...If the advertiser can’t 
pay, the agency loses its commis- 
sion and, in addition, the cost of 
| the client’s space and time.” 
| 
. Mr. Rubel said the agency busi- 
“difficult” because only 
2.137 national advertisers spend 
| more than $25,000 a year, whereas 
|“experts have said it requires a 
| $250,000 expenditure in advertis- 
| ing media to be a national adver- 
tiser.” 

Every advertiser 
all advertisers for the consumer 
dollar, he continued. Perhaps tae 
adequacy and effectiveness of the 
advertising message is even more 
important to the small advertiser 
than it is to the advertiser who 
spends $1,000,000 a year 

“But the experts say that to in- 
fluence a sufficient number of con- 
sumers throughout the country to 
support national distribution, you 
must spend $250,000 in newspa- 
pers, radio, magazines, television 


entitled to 
profes- 
(unlike 


ness is 


competes with 
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National Nielsen-Ratings of Top TV Shows 
Two Weeks Ending Feb. 9, 1952 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached* 

Rark (000) 
1 I Love Lucy (CBS, Philip Morris) . .8,481 
2 Texaco Star Theater (NBC) ...... 8.235 | 
3 Red Skelton (NBC, P&G) ....... 760 
4 Arthur Godfrey & Friends (CBS, | 

Liggett & Myers) ‘ 677 | 

5 Fireside Theater (NBC. P&G) 7,298 | 

6 Your Show of Shows (NBC | 

Reynolds Tobacco) 7,129} 
7 Arthur Godfrey & "Friends (CBS | 

Toni-Gillette) 7.108 
8 You Bet Your Life (NBC 

DeSoto-Plymouth) 7,100 
9 Your Show of Shows (NBC 

Particip.) 6.730 
10 Arthur Godfrey & Friends (CBS 

Pillsbury Mills) 6.680 
*Per cent of homes reached in areas where program 


Current 
Program Popularity* Rating 
Rank Program (%) 
1 Arthur Godfrey's Scouts (CBS, 
Lever-Lipton) . . . 62.0 
2 I Love Lucy (Bs, Philip Morris) ..56.5 
3 Arthur Godfrey & Friends (CBS. 
Liggett & Myers) $3.7 
4 Texaco Star Theater (NBC) 53.4 
5 Red Skelton (NBC. ) 52.2 
6 Arthur Godfrey & Friends (CBS 
Tomi-Gillette) ........ 49.4 
7 Your Show of Shows (NBC 
Reynolds Tobacco) 48.4 
8 Arthur Godfrey & Friends (CBS 
Pillsbury Mills) 47.7 
9 Fireside Theater (NBC, P&G) 47.6 
10 Your Show of Shows (NBC, 
Particip.) 47.1 


was televised 


National Nielsen-Ratings of Top Radio Shows 
Week of Jan. 20-26, 1952 


All figures copyright 


by A. C. Nielsen Co. 


ert HOMES CURRENT 
PROGRAMS (000) RATING 

EVENING, ONCE-A-WEEK (AVERAGE FOR ALL +. apap (3,167) (7.4) 
1 Jack Benny (cB S, American Tobacco).............. . 6,762 15.8 

2 Amos 'n’ Andy (CBS, Rexall)........... 6,377 14.9 

3 Lux Radio Theater (CBS, Lever Bros.).......... 6,334 14.8 

a Charlie McCarthy Show (CBS, Coca-Cola)...............-00eee 5,607 13.1 

5 People Are Funny (CBS, Mars)..... .. 5,564 13.0 

6 SE Sc ktcteucetnstsccsceensetseeene 5,136 12.0 

7 Our Miss Brooks (CBS, Colgate). 4,836 113 

8 Arthur Godfrey's Scouts (CBS, Lever- Lipton) 4,665 10.9 

9 Bob Hawk (CBS, Reynolds Tobacco)...... 2... 6... cence eeee 4,622 10.8 
10 Fibber McGee & Molly (NBC, Pet Milk) 4,580 10.7 
cE, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (2,054) (4.8) 
sf eee ; 3,253 7.6 

One Man's Family (NBC, Miles Labs)........... oa'en .210 7.5 

3 News of the World (NBC, Miles Labs)..............05.- 3,167 7.4 
ow (AVERAGE FOR ALL PROGRAMS) (2,097) (4.9) 
Arthur Godfrey (CBS, Liggett & Myers) 4,366 10.2 

2 Our Gal, Sunday (CBS, Whitehall).............6..00000ee 3,766 8.8 

3 BO EG, Mocca cccccescccescccccccscoees 3,766 8.8 

4 Romance of Helen Trent (CBS, Whitehall)................ 3,552 8.3 

5 Arthur Godfrey eS — ideduuawusess Saacihiekadl 3,467 8.1 

6 Ma Perkins (CBS, P&G)........ Sasbeerconceaees 3,424 8.0 

7 Aunt Jenny (CBS, a De énacinccnedencuactanantoweds 3,338 7.8 

8 Big Sister (CBS, P&G)...... 3,338 7.8 

9 Wendy Warren and the News (CBS, General Foods)... .... 3,296 7.7 
10 Perry Mason (CBS, P&G).......... 3,124 7.3 
7 SUNDAY (AVERAGE FOR ALL PROGRAMS) (1,284) (3.0) 
True Detective Mysteries (MBC, Williamson) ‘ ae 3,082 7.2 

2 The Shadow (MBS, Wildroot)........... 2,782 6.5 

3 Martin Kane, Private Eye (NBC, U.S. Tobacco) 2,054 48 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (1,669) (3.9) 
1 Grand Central Station (CBS, Toni Co.)............ 3,381 7.9 

2 Theater of Today (CBS, Armstrong)......... 5.666. cece eee eeee 3,338 7.8 

3 It Happens Every Day (CBS, Toni Co.)........ 3,082 7.2 
or for outdoor advertising,” Mr.| advertisers of the cost of the serv- 


Rubel said. 

This implies, he said, that 7,185] 
so-called national advertisers real- | 
ly are not national advertisers at} 


all. “But they all compete with | 
national advertisers for the con-| 
sumer dollar,” he said. “Their| 


agencies have a tough job to do.” 
e@ Of all advertisers, 47° spend 
less than $5,000 a year with their 
agencies. These, coupled with larg-| 
er advertisers who spend $100,000 
a year, scarcely provide sufficient 
compensation to allow the agency | 
to do the kind of job the advertis- | 
er needs, Mr. Rubel said. 

“Some of these advertisers have 
no sales or advertising manager,” | 
he pointed out. “The 


advertiser | 
expects the agency to counsel with | 
him about all sorts of sales, ad- 
vertising and merchandising prob- | 
lems. In addition, he expects the| 
agency staff to perform all the 
services required to produce top 
flight campaigns. 

“As a result, I find, in many 
cases, that agencies lose money on 
some accounts even though they 
perform the minimum service. 

“The 15% commission can no 
longer be adequate in most cases,” 
Mr. Rubel concluded. “So the 
agency first needs to know what | 
additional fees are required and} 
then use these facts to convince 


| ices and the amount of additional 


fees that are needed.” 


Scripps-Howard Promotes 
Brooks; Fidler Succeeds Him 
Vernon Brooks, director of gen- 
eral advertising of Scripps-How- 
ard Newspapers, New York, during 
the past four years, has been pro- 
moted to associate business man- 


Lewis S. Fidler 


Vernon Brooks 


ager in charge of advertising for 
the New York World-Telegram 
and Sun. Richard A. Murray, ad- 
vertising director of the newspa- 
per, continues in that post. 

Lewis S. Fidler, who has been 
assistant to Mr. Brooks and who 
heads the New York office of the 
Scripps-Howard general adver- 
tising department, has been ad- 
vanced to succeed Mr. Brooks. 


| Agency Is 50 Years Old 

Street & Finney, New York 
agency, is celebrating its 50th an- 
niversary. 


MATRIX COMPANY 


517 SOUTH JEFFERSON STREET, CHICAGO 7, ILLINOIS 
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Use Understandable Characters... 


Program Content Research Paid Off — 
in High Ratings for ‘The Whistler’ 


HOLtywoop, March 4—Painstak- | 


ing research into radio program 
content certainly paid off for “The 
Whistler.” The show is sponsored 
by Signal Oil Co. on the Columbia 
Pacific Network. Over the past 
eight years it has seldom been off 
the top rung of the rating ladder | 
among West Coast radio programs. | 

How research led to this suc- 
cess was told yesterday to the Hol- | 
lywood Advertising Club by Ed} 
Bloodworth, radio-television di-| 
rector of Barton A. Stebbins Ad-| 
vertising Agency. 

Stebbins, he said, has handled} 
the Signal Oil account since pre- 
“Whistler” days. The company 
used to sponsor “Signal Carnival.” | 
This also led West Coast radio} 
ratings in its day. But increased | 
talent costs forced Signal to drop | 
the show. 

@ “The Whistler” was selected to 
replace “Carnival” because a study 
of ratings showed mysteries usual- | 
ly had pretty high ratings. Also, | 
this one was different. It wasn’t | 
just a “whodunit,”” and the prin-| 
cipal character was “strange and| 
powerful.” | 

In the first 18 months, ratings 
were good but not high. At this} 
point, Barton Stebbins returned to 
the agency from service with the} 
War Department. Under his direc- | 
tion, an intensive study was made 
of magazine stories, other radio} 
programs and motion pictures. 

Analyzing these media, the 
agency men concluded that, apart 
from writing, dialogue, plot, etc., 
there are several elements pres-| 
ent in most popular offerings. 
They were found in the stories of 
the best paid mystery writers, top | 
rated radio shows and “A” motion | 
pictures. Conversely, there are 
certain elements which show up 
repeatedly in stories in “cheap” 
magazines, low rated radio shows | 
and “B” or “C” pictures. 


# Mr. Bloodworth lists these ele- 
ments in “do” and “don’t” cate- 
gories. Found to be desirable | 
are: 
1. Dramatization of people! 
whom the average listener is like- | 
ly to know in his own neighbor- | 
hood. 


|@ Every 


| only 


2. Use at least one sympathetic | 
character, who reaps _ benefits| 
either specific or implied. 

3. Good action and fast move- 
ment—but not the 
or “cops and robbers.” 

4. Feminine interest. 


5. Accuracy and logic, the ab- 


“1920 . chase” | 


sence of which weakens a pro- 


| gram. 

6. An occasional complete change | 
of tempo. 

Classified as undesirable: 

1. Horror in any form. Even 
screams are soft-pedaled. 

2. Dramatization of people 
whom listeners don’t know or un- 
derstand. 


3. Any kind of mental aberra- 
tion. 
4. Any form of physical afflic- 


tion, however slight. 


“Whistler” show is 


| checked for the presence and ab- 


sence of these elements. Running 
charts are kept of every program 
to show how it measures up against 
these yardsticks. Ratings are 
checked against these program ele- 
ment evaluations. 

When these yardsticks were first 


| worked out and applied to “The 


Whistler,” they proved out, Mr. 
Bloodworth said. Before this 
standard was accepted and put in 
practice, the highest rating at- 
tained was a 14. The average was 
lower. Within a year, “Whistler” 
hit 21.3. This was the highest in 
the history of West Coast radio. 
The average for the next year and 
a half was 18. 

The rating even survived a net- 
work preemption, In a less favor- 
able time spot, it dropped at first 
—but then climbed past 20. 

“As in every successful show, 
there are many contributing fac- 
tors to a rating,” Mr. Bloodworth 


| said. “It would be preposterous to 


Say research and studies are the 
answer. But we credit at 
least 50% of ‘The Whistler’ rating 


to this program content control.” 


Agency Net List Incomplete 
Gordon-Allison & Co, 1112 
Peachtree St., N.E., Atlanta, is a 
member of the National Feder- 
ation of Advertising Agencies, al- 
| though its name did not appear on 


| the membership list which the net- | 


CENTRAL PRESS, INC. 
Publishers - Printers - Lithographers 
ESTABLISHED 1930 
Direct Mail - Catalogs - Publications 
one or more colors 


4S. Adams St., Marion, Indiana 


| work gave ADVERTISING AcE (AA, 
| March 3). 


Carlson Inc. Names Agency 


G. O. Carlson Inc., Thorndale, 
Pa., producer of stainless steel | 
plates, heads, discs, rings, etc., has 
appointed Foltz-Wessinger, Lan-| 
caster, Pa., to direct its advertising. | 
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ONE-SHOT AD—This 1's-page ad in the March 1 Saturday Evening Post will run 
nowhere else. The $50,000 budget of Californians Inc. also covers page ads in 
Holiday. Foote, Cone & Belding bandles the account. 


FTC Drives Against Cigaret Ad Claims 
Don’t Do Much Good, Congressmen Say 


(Continued from Page 2) 
the congressman interjected. 

“They said that there were less 
irritants in their cigarets than in 
others and that theirs were less 
harmful to the throat than any 
other cigaret widely advertised. 
They can’t say that any more,” 
said Mr, Whiteley. 

“Not a cough in a carload,” Rep. 
George W. Andrews (D., Ala.) 
contributed. 

“That was the origina] Old Gold 
slogan,” Mr. Whiteley pointed out. 

“Have you stopped that?” Rep. 
Andrews asked. 

“They have stopped that. Yes, 
sir,’ said Mr. Whiteley. “Old 
Gold’s new slogan, ‘We are not 
medicine men; we are tobacco 
men,’ was generally hailed.” 

“I got a kick out of it,” 
Thomas admitted. 


Rep. 


#8 Joseph S. Wright, assistant FTC 
general counsel in charge of com- 
said that FTC’s cigaret 
cases bog down because the com- 
mission can only stop companies 
from doing what they have done 
in the past, and cannot issue a 
general injunction. 

“In the Reynolds case,” he said, 
“they had used hundreds of dif- 
ferent types of testimonials that 
had these false types of statements 
and our order literally required 
them in using testimonials to tell| 
the truth. 

“The court modified our order 
and said we did not have the 
power to go that far. We can only 
stop them from doing what they 
have done in the past. We cannot 
issue a general injunction forbid- 
ding any false statement.’ 


... DEFINITELY A 70a7or MARKET! 


PEORIA JOURNAL STAR 
Daily Coverage Ratio-to-Homes . . 


96% 


‘BEST TEST MARKET 
in The Midwest,” 


+.» Say Agency and 
Advertising Executives 
in Sales Mgm't. Surveys. 


PEORIA 


Peoria’s Wholesale SALES 


$366,311,000* 


TIMES LARGER 


!h 


Than Any Other IIlinois 
City (Except Chicago) 


*Copr. 1951, Sales Management Survey of Buying Power 


K 
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JOURNAL STAR — 


Daily Circulation Exceeds 100,000 
oe Reps., WARD-GRIFFITH CO., Webi 


Turning to the difficulties in 
litigating the cigaret cases, he said, 
“Ordinarily in this type of case 
where you have almost a palpably 
false statement as the subject of 
the complaint, you can expect to 
wind up the proceeding in a hur- 
ry. Here we find that the com- 
panies have spent from a quarter 
of a million dollars to a half mil- 
lion dollars in clinical tests in 
order to get support for their 
claims. 

“We know that when four ciga- 
ret companies are each saying that 
their cigaret is much less irritating 
and less harmful than the others, 
at least three of them have been 
telling a lie. 


8 “Despite that, we find months of 
scientific evidence and clinical 
tests, and so forth, put in the rec- 
ord by the companies in support 
of their claims. There is nothing 
the commission can do except try 
to rebut and override that with 
contrary evidence. That’s what 
makes these cases so difficult. 
“But we have cured the Old 
Gold situation except in one re- 
spect and there we have recom- 
mended a further proceeding, be- 
cause they thought of something 


noes 
‘ 


new on one of their other brands 
which just was not cured in the 
| order, and it was not anything we 
|could cover in the order.” 

| Last month an FTC hearing ex- 
jaminer filed an initial decision 
|} winding up a 10 year old case 
against Philip Morris. Philip Mor- 
ris has objected to this decision, 
and the order has been held up, 
pending review by the full com- 
mission. 


West-Hclliday Co. Appoints 
Nelson Roberts President 


West-Holliday Co., San Fran- 
cisco, national newspaper repre- 
sentative, has promoted Nelson 
Roberts from general manager to 
president. He succeeds Robert P. 
Holliday, who has moved up to 
chairman of the board. Mr. Roberts 
joined the company in 1949 when 
he acquired the interests of Paul 
A. West Sr. Prior to that he was 
advertising director of the San 
Diego Tribune and Union. 

Other executive appointments: 
Charles A. Johnson has been ap- 
pointed v.p. in New York; H. E. 
Deckert, v.p. in Chicago, and R. S 
Nicholson, v.p. in San Francisco. 


Stebbins Inc. Adds Account 


Workman Service Co, Los 
Angeles, with branches in Min- 
neapolis, Chicago, St. Louis and 
New York, has named Hal Steb- 
bins Inc., Los Angeles, .» handle 
its advertising. The company 
handles office overloads for busi- 
ness organizations. 


Ed. Kressmann & Cie., Bordeau 
wine shipper, has appointed Dore 
land Advertising, New York, t 
handle its advertising. Plans ca 
for a trade and consumer came¢ 
paign in class magazines, beging 
ning in early spring. 


Serving 
» 10 Million 
Persons, 
including 
. | hoon Million 


DEALE 


. bao coverage retoil lumber, 
iding moterial end coal deol 
seoaviewest publication cov 
renee Wisconsin, North o 
South Doko' 
tOwa publication covers low 


1013 Fourth Ave. Se., Minneapolis 4, Minn. 


“when black thoughts of engraving problems muddle ‘ 
advertising minds. For 59 years production men hav 
found relief from worries through Globe's excep 


tional craftsmanship and 


service. bebe: and whit 


_ typing under one roof saves time’ and fucken 


_ brows. 


Globe's phone number is HArrison 7-5305. 


GLOBE ENGRAVING AND ELECTROTYPE CO. 


111 South Dearborn Street 


Chicago 5, IMinois 


Names Dorland Advertising ; 
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45,468,000 lines | 
and over *51,000,000.00! | 


When advertisers spend that much money in the Chicago 


Tribune — millions more than they spend in any other 


newspaper in the world—you can be sure it’s because 
Tribune readers represent a whale of a market 


IF you want more sales in 1952, consider your opportunities 
in the multibillion dollar Chicago market where advertisers 
invested $51 ,000,000.00 for 45,468,000 lines of advertising in 
the Tribune—the largest expenditure for advertising ever 
placed in any newspaper anywhere in any one year. 

Last year set an all time high in Tribune linage. Because it 
gets buying action as does no other Chicago newspaper, the 
Tribune led the second Chicago newspaper by more than 
26,000,000 lines. Advertisers in 1951 placed in the Tribune 
over 50 percent of all their expenditures for advertising in all 
Chicago newspapers. This topped all previous Tribune records. 

Just think of the millions of transactions represented by 
such advertising volume and the tremendous retail buying 


which makes it possible. The budgets of some individual 
Tribune advertisers ranged up to $1,000,000.00 and more. 
Scores spent over $100,000.00. But none exhausted the sales 
potential offered by Tribune readers. 

In Chicago and suburbs over 62,000 retailers do over $6,- 
000,000,000.00. Chicago savings deposits last December were 
$1,867,542,000.00—an all time high. Here is a market in 
which you can concentrate sales and advertising effort with 
assurance. And no matter what you sell, you can be sure you 
can get more sales when you use the Tribune. 

A Tribune advertising representative will be glad to sit 
down with you and your advertising counsel to outline a pro- 
gram that will help you sell more in 1952. Ask him to call. 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE ADVERTISING SALES REPRESENTATIVES: 


Chicago New York City Detroit 
A. W. Dreier E. P. Struhsacker W. E. Bates 


1333 Tribune Tower 220 E. 42nd St. Penobscot Bldg. 


San Francisco Los Angeles 
Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
155 Montgomery St. 1127 Wilshire Bivd. 
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